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Just a Moment 


If you want to get as much business 
out of the Pittsburgh field as possible, 
you'll do yourself a favor by first placing 
your advertising in the 


PITTSBURGH 
GAZETTE 


It is just as easy to be in the best as 
to be inthe poorest medium, The Gazette 
isthe BEST. Advertisers willtell you so. 
It carries more foreign and local advertis- 
ing than any of its morning contempo- 
raries. It has carried more for a long 
time; and the present volume is much in 
excess of that of any of its competitors. 

Why is this so? Well, there are 
many reasons, but the most potent is that 
the readers prefer the Gazette, and where- 
ever the readers go, the advertisers follow. 





Sworn Average Daily Circulation for 
October, I90!1, 51,573 


W. R. ROWE, Business MANAGER. 


J. E. VAN DOREN SPECIAL AGENCY. 
PUBLISHERS’ DIRECT REPRESENTATIVE, 


407-410 Temple Court, 1105-1106 Boyce Building, 
NEW YORK, CHICAGO. 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post-OrFice, JUNE 29, 1893, 


VoL. XXXVIII. NEW YORK, 
CIRCULATIONS. 
Mr. N. M. ° Sheffield, Tribune 


Building, is New York represen- 
tative of the Buffalo Express, 
Syracuse Herald, Louisville Com- 
mercial, Richmond Times and 
Leader, Peoria Star and several 
dailies in various parts of the 
United States. One of these, the 
Peoria Star, has an attitude to- 
ward circulation statements and a 
method of sending them out that 
ought to endear it to advertisers 
everywhere. 
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copy of the paper goes. It takes 
time and money to compile these 
daily statements, but they pay. 
Advertisers are demanding fig- 
ures. The Mahin Agency is put- 
ting out some new business just 
now, and none of it is going to 
mediums that cannot prove circu- 
lation. Such a statement as the 
Star’s enables a representative to 
show just what he has to sell, and 
gives him an immense advantage. 
Quantity of circulation is the first 
requisite. Character and quality 

are matters of 





Every morn- 
ing the special 
r ep resentative 
of the Peoria 
Star receives a 
large sheet tab- 
ulating the act- 
ual number of 
copies sent to 
all towns in its 
territory, as 
well as to 
news dealers, 
carriers, news- 
boys and sub- 
scribers. 

“There is no 
question at all 
in my mind as 
to the growing 
necessity for 
newspapers’ to 








discretion and 
judgment on 
the part of the 
advertiser. 
“The Ameri- 
can Newspaper 
Directory is un- 
doubtedly the 
standard book 
upon circula- 
tions. I find it 
almost an inva- 
riable rule that 
when the cir- 
culation of one 
of my mediums 
is questioned 
the matter is 
decided upon 
the American 
Newspaper Di- 








show what they 
are giving their 


advertisers,” says Mr. Sheffield. 
“All other things being equal, 
the paper that shows a trust- 


worthy circulation statement will 
get the preference in compe- 
for business. Like all 
New York special representatives, 
I have a list of mediums, in- 
cluding both those which give 
ratings and those which do not. 
The Star furnishes the most com- 
plete information concerning its 
circulation, not only giving figures 
each day, but showing where each 


N. M. SHerriep. 





rectory’s rating. 
It is the direc- 
tory par excel- 
lence. More money, time and care 
are spent in compiling it than up- 
on any other. I don’t believe that 
any publisher who conformed to 
its requirements ever failed of 
having his statement printed. 
There are many complaints to the 
contrary, but in all cases that I 
have known there was some de- 
fect in the statement. I believe 
that it is more exacting than any 
other directory. Some of the oth- 
ers will publish pretty nearly ev- 
erything that is given them by a 
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publisher as their claim for circu- 
lation, though it is but fair to say 
that all are requiring more reliable 
figures than in past years. 

“IT cannot agree with Mr. 
Rowell in his definition of circu- 
lation. The number of copies 
printed does not always stand for 
the number of copies bought and 
read, which is the only circulation 
that is of value to the advertiser. 
There are coupon schemes, for ex- 
ample—contests in which a cou- 
pon from the paper counts as a 
vote. In these affairs it is no un- 
common thing for people to buy 
fifty or a hundred or a thousand 
or in some cases many more cop- 
ies of the paper, cutting out the 
coupons. Can those papers be 
reckoned as circulation? I do not 
think they are the circulation that 
advertisers are willing to pay for. 
Then, again, competition in the 
newspaper business is lively ev- 
erywhere. Dealers are allowed to 
take as many copies as they want, 
sometimes turning in half of them 
the next day. There are other 
means by which the number of 
copies printed can be got rid of. 
It does not pay, probably, to print 
copies that are not disposed of; 
but there are ways of getting rid 
of them with profit to publisher 
but of little real value to an ad- 
vertiser. I have known Mr. Row- 
ell many years, and believe that 
he is perfectly sincere and honest 
in everything that he does. But 


he has beliefs with which I do not. 


agree, and his definition of circu- 
lation is one of them.” 


NOTE. 


All those papers which Mr. Sheffield 
names furnish definite circulation state- 
ments to the nublishers of the American 
Newspaper Directory, the Louisville 
Commercial excepted. The December, 
1901, issue lists them as follows: 


BUFFALO, c.h., Erie Co. 0 352,387 
pop., on 11 railroads, at eastern extremity 
of Lake Erie and Erie canal. Extensive 
lake commerce with all points West. Manu- 
factures various and important. Livestock 
and grain trade. 

MORNING EXPRESS; every morn- 
ing except Sunday, ILLUSTRATED 
BUFFALO EXPRESS, Sundays; repub- 
lican; daily ten to twelve, Sunday twenty to 
twenty-eight pages 17x23, subscription—dally 
83, ow FY established—daily 1846, Sun- 

ay 1888; e J. N. Matthews Co., publishers. 

Office, 179-181 Washington street. 

Circulation—Daily: Actual average for 

18%. 13,225; for 18%, 16,466; for 1897, 


15,141, In18%,yE, In 1899,yE. In1900,yE. 


Actual average for a year ending with Octo- 

ber, 1901, 23,815 (OO). 

Sunday: Actualaverage for 18%, 70,318; 

“or 1896, 69.540; for 1897, 65,451. In 

1898, yB. In 1899, yB. In 190, yB. Actual 

average for a year ending with October, 

1901, 4.379 (00). 

Publisher's announcement.—The circulation 
of the Buffalo Express is unexcelled in 
quality on thisvontinent. In quantity the 
circulation is surprisingly large, consider- 
ing that the Express appeals only to the 
best people of all classes and by legitimate 
meansonly. For the quarter ending Octo- 
ber 1, 1901,a sworn statement shows that 
the average circulation of the Damy Ex- 
PRESS was 27,100, and of the Sunday 61,600. 
Some people say that the Express is the 
best newspaper published in America. 
There are different opinions about that. A 
glance at the paper shows hat both in its 
news and advertising columns the it 
there is can be found and lots of it. There 
is more choice advertisingin the Express 
than in any other Buffalo paper because 
the EXPREss pays advertisers best. 


SYRACUSE, c¢. h., Onondaga Co. 0 
108,374+ pop., on New York Central & Hudson 
River, Delaware, Lackawanna & Western, 
Rome, Watertown & Ogdensburg and West 
Shore Rds., and on Onondaga lake and Erie 
canal, at intersection with Oswego canal. 
Central point for a large share of the salt 
production of the continent. Foundries, 
machine shops, rolling mills and extensive 
manufactories of various kinds. Syracuse 
University. 

EVENING HERALD; every evening 
except Sunday, and Sunday morning; inde- 
pendent; daily ten to sixteen, Sunday thirty 
pages 164x224: subscription—daily $5, Sun- 
day $2; established—daily 1877. Sunday 1880; 
Herald Company, editors and publishers. 
Cireulavion—Daily : Actual average for 
1895, 16.703; for 1896, 18,603; for 1897, 
2,448; for 1898. 29.583; for 1899, 
26.913; for 1900, 28,894. 

Sunday: Actual average for 189%, 11.8683 

for 1896. 5 3 Jor 1897, 32.183; for 

1898, 23,369; for 1899, 21,598; for 1900, 

27,432. 


RICHMOND,¢.c-.h., Henrico Co.0 
State Capital, 85,050+ pop., on Southern, 
Chesapeake & Ohio and Richmond, Freder- 
icksburg & Potomac Rds. and James r., at 
head of tidewater. Manufacturing,largely 
iron and tobacco. One of the largest to- 
bacco marts. 

TIMES; every morning except Monday, 
and EVENING LEA DER every ovenies 
except Sunday, and SEMI-WEEKLY, 
Mondays and Thursdays; democratic: morn- 
ing and evening six, semi-weekly eight. Sun- 
day sixteen pages 17x23; subscription—morn- 
ing $5, evening $3, Sunday $1.50, semi-weekly 
$1; established—morning, Sunday and semi- 
weekly 1886, evening 1897; Joseph Bryan, ed- 
itor; The Times Company, publishers. 
Circulation—Daily (morning and even- 
ing, including Sunday morning editior): 
gavel oe Sor 1899, 21,294; for 1,900, 
Sunday: In 1999, F. In 1900, yF. 
Weekly: Rating varied from 4,00 in 1898 to 
H in 1895. In 1896, Hi. In 1897. ¥Y. In 1898, 
yl. In1899,y¥. In1900.yI. 

Sor a year ending with July, 1901, 6,581. 


PEORIA, ¢. h., Peoria Co. 0 56,100 
pop., at junction of twelve railroads, on 
Illinois r. and at the outlet of Peoria lake. 
Connected with Chicago by Michigan canal. 
Manufacturing and ce. Surr ded 
by coal mines. Grain-growing section. 


EVENING STAR; every evening except 
Sunday, and SUNDAY MORNING 














Actual average- 
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. Exceeding one thousand, - - 


STAR, Sundays; daily eight to twelve, 
pa sixteen to twenty-four p: s 18x24; 
on 1897; Peoria Star Co., editors and 
publishers, 

1 n—Daily: In 1897, G. Actual 
eee wae ave efor a year @ endin “ 


1 13 si ‘ee 1 D, 15,4 io. 
899, 14 7 oT 2: bh, ; 
3 . 1897, G. 


Cale sunday: 
AN 
average jt. - meer endi: mo 4 
TEED December 22, 18%, 5.33 for 


1999, 7,210; y 1900, 8,375. 

{@™ The absolute correctness of the latest 
circulation rating accorded the Evening 
€tar and the weep | Morning Star is 
guaranteed by the publishers of the Ameri- 
can Newspaper Directory, who will pay 
one hundred dollars to the first person 


“who successfully controverts its accuracy. 


Publisher’s announcement.—The STaR makes 
a detailed sworn statement of 18,000 circu- 
lation daily. Biggest and best daily paper 
in Dlinois outside of Chicago. Rate, 23¢c. 
per line flat. 


LOUISVILLE, ¢. b., Jeferson Co. 4 
204,731+ pop., at junction of ten railroads, 
onthe Ohior. Has numerous mechanical 
and manufacturing industries, iron foun- 
dries, tanneries, woolen manufactories, 
agricultural-implement and various other 
manufacturing establishments. 

wenn cans every morning, and 

EEKLY, Tuesdays; republican; eight 

e8 17x24; subseription—dally * Sun ay 
weekly 75 cents; established ; Louis- 
ville Press Company, editors and Sain. 

Circulation—Daily: Rating bs te 

D in 1891 to Ein 1895. In 1896, E. 97, Y. 

in * ie 5 3 1899, yF. In 1900. FE. In 


We eekly: Rating varied from Gis 1891 to 
F in 189%. In 1896, In 1897, Y. 898, YG. 
In 1899, yG. In 1900, yG. Ini tn 
The Louisville Commercial is rated 
with yF, the meaning of which is ex- 
plained below: 

KEY—TO LETTER RATINGS. 
Exceeding seventy-five thousand, - 
Exceeding forty ceomnd, a 
Exceeding twenty thousand, 

Exceeding seventeen thousand five hundred, 
Exceeding twelve thousand five hundred, 
Exceeding seven thousand five hundred, - 
Exceeding four thousand, - 

Exceeding twenty-two hundred and fifty, 


nae. we 





Letter ratings are given only to 
papers that will not or do not fur- 
nish information upon which an exact 
and definite rating may be based. 








AY rating signifies that no recent circula- 
tion statement has been furnished from the of- 
fice of the paper, and a consequent probability 
that the last circulation rating accorded to it may 
be higher than a new statement would warrant. 


SIGNS FOLLOWING CIRCULATION 
FIGURES, 


(00) spe pte value this paper more 
for the class and quality of its circulation than 
for the mere number of copies printed. Among 
the old chemists gold was symbolically repre- 
sented by the sign ©.— Webster's Dictionary. 


oon 
HIS LARGEST EXPENSE. 

“My largest item of expense is on ac- 
count of advertising.” 

“T was not aware that you were in 
business.” 

“T am not. But my wife reads the 
ads in the papers.” —Indianapolis News. 
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SEVENTH SUGAR BOWL. 





A seventh award will be made 
within the next few months to the 
agricultural paper, weekly, semi- 
monthly, monthly or however is- 
sued, that better serves its pur- 
pose than any other as an educa- 
tor and counsellor for our agricul- 
tural population, and best serves 
as an economical medium for 
communicating with that class 
through its advertising columns 
and on the fairest terms, price and 
value considered. 

As there are over five hundred 
agricultural papers in the coun- 
try, including dairy, horticulture, 
floriculture, drainage and _irriga- 
tion, live stock and horse publica- 
tions, a lively competition for the 
prize offered might be expected. 
Many of these papers have prob- 
ably just claims to many points of 
superiority, and it should not be 
difficult to present these points in 
short, terse articles. Of course, 
the bowl can only be awarded to 
one paper—the best of all. 

The contest for this honor is 
now open, and the claims and as- 
sertions of publishers or their 
friends will receive due consid- 
eration from the Little School- 
master. They may set forth in 
their own manner the points of 
superiority of one paper over an- 
other, and state their reasons why 
they believe that a particular pa- 
per is entitled to the award in 
preference to another. 


A LEAD PIPE CINCH. 
New York, Jan. 7, 1902. 
Publisher of American Newspaper De 
rectory 
Dear Str—We desire to inform you 
that The Medical Critic, title and con: 
tents, have been copyrighted, and we 
positively forbid your publishing our 
title or any other information concern- 
ing our journal in your Directory un- 
til we choose to furnish it. 
Yours truly, 
Tue Meprcat Critic Pus. Co. 
M. W. Curran, M.D., Editor. 
154 East 72d street. ~ 


Any kind of an advertisement may 
be better than none at all—but a good 
one is many thousand times better and 
costs little more.—The Advisor. 
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THE BEST RELIGIOUS 
WEEKLIES. 








METHODIST. 


ILLINOIS. 
Chicago—Epworth Herald, North- 
western Christian Advocate. 
KENTUCKY. 
Louisville—Pentecostal Herald. 
NEW YORK, 
New York—Christian Advocate. 
PENNSYLVANIA, 
Pittsburg—Christian Advocate. 
ONTARIO, CANADA. 
Toronto—Christian Guardian. 
UNDENOMINATIONAL. 
ILLINOIS, 
Chicago—Ram’s Horn. 
NEW YORK, 
New York—Christian Herald, Out- 
look, Sabbath Reading. 


OHIO, 
nd Gospel News. 
ENNSYLVANIA, 
Philadelphia Sunda School Times. 
RESBYTERIAN. 
NEW YORK. 
New York—Evangelist. 

OHIO, 
Cincinnati—Herald and Presbyter. 
PENNSYLVANIA, 

Philadelphia— Forward. 
BAPTIST. 
ILLINOIS, 
seaiiiie ~~ Union. 
ENNSYLVANIA, 
Philadelphia Young People. 
TEXAS, 
Dallas—Baptist Standard. 


ROMAN CATHOLIC, 


INDIANA, 
Notre Dame—Ave Maria. 
MASSACHUSETTS, 
Boston—Sacred Heart Review 
MISSOURI. 


St. Louis—Der Herold des Glaubens. 
NEW YORK. 
New York—Catholic News. 


CONGREGATIONALIST. 
ILLINOIS. 
Chicago—Advance. 
MASSACHUSETTS. 
Boston — Congregationalist, Well- 
spring 
DISCIPLES OF CHRIST. 
OHIO. 


Cincinnati—Christian Standard. 

Y. P. SOCIETY OF CHRISTIAN 
ENDEAVOR. 
MASSACHUSETTS, 

Boston—Christian Endeavor World. 
OHIO. 
Cincinnati—Lookout. 
ADVENTIST. 
CALIFORNIA. 
Oakland—Signs of the Times. 





UNITED BRETHREN IN CHRIST. 

Supe ~iiines Dinos 

JEWISH. 
OHIO, 

Cincinnati—American Israelite. 

The man who would advertise 
to reach the people who read the 
religious papers will get more 
for his money if he will spend it 
all with these named above than 
he will by dividing it up, giving 
these a portion and another por- 
tion to other religious papers. 
The advertiser can never reach 
everybody. He _ should content 
himself by addressing the most 
people he can of the best sort for 
the money he has at command. 
There are other good religious 
papers besides those here named, 
but these are the best. 





Note. — Suggestions are _ invited 
whereby this list may be changed so as 
to be better calculated to reach the 
class of people specified without increas- 
ing the number of papers. 

PORT “ms 
THE IDEA OF IT. 

There are a thousand things in your 
store that will furnish the theme for 
a readable, interesting, attractive ad- 
vertisement. Take one article or one 
class of articles at a time and describe 
them as accurately as possible. Tell 
just exactly what you see about them 
that makes them good and desirable. 
Certainly when you bought them you 
had some idea that for a particular rea- 
son that particular thing would sell. 
That’s the idea to put into the adver- 
tisement.—Good Advertising. 


MAIL ORDER PHRASE ILLUS- 
TRATED. 





























“MONEY RETURNED IF NOT GENUINE.” 
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Advertising in 


Yields Large 
Returns. 


Address 
THE SUN, NEW YORK. > 
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A SCHEME OF MAGNITUDE 
IN SOAP PUBLICITY. 





“T had no conception that your 
projected enterprise was one of 
such a_ stupendous’ character,” 
said the representative of PrRintT- 
ERS’ INK to Mr. Binner. 

“Very. few people have,” chuck- 
led Mr. Binner. “But, as I said 
to Mr. Lever, when he was in this 
country last month, I propose to 





LIFEBUOY SOAP 





make the original works, in Port 
Sunlight, England, large as they 
are, in comparison with those 
which we shall ultimately require 
here in America, look like the 
proverbial thirty cents. That is 
my ambition, in which Mr. Lever 
generously encourages me.” 

The American advertising pub- 
lic requires no introduction to 
Mr. Oscar E. Binner, founder and 
president of the Binner Engrav- 
ing Company, of Chicago and 
New York. But Mr. Binner has 
recently taken control of a new 
enterprise, as far as America is 
concerned. This involves a series 
of factories and the outlay of 
hundreds of thousands of dollars 
for the creation and establishment 
of a permanent American market 
for Life-buoy Soap. Life-buoy 














Soap has for more than ten years 
had a large sale throughout Eng- 
land. Then it gained a foothold 
on the Continent. Then, widen- 
ing its sphere, it became known to 
and sold throughout England’s 
colonies, and finally claimed the 
entire world as its market. For 
three years past the soap has been 





INK. 


sold throughout the New England 
States, but it has never been ad- 
vertised in America to any extent, 
so that it is practically a new 
product. 

PRINTERS’ INK’s representative, 
to learn more about this enter- 
prise, called on Mr. Binner at the 
American offices of Lever Broth- 
ers, Ltd., in the Constable Build- 
ing, 111 Fifth avenue, New York. 

“I shall be glad to impart to 
Printers’ INK everything which 
it is in my power to tell, which it 
may wish to know, for I feel un- 
der obligation to that sterling pub- 
lication, a feeling which ought to 
be shared by all to whom intelli- 
gent advertising is an object. 

“T have been appointed director 
of publicity and promotion in Am- 
erica for Lever Brothers, Ltd., of 
Port Sunlight, England. They 
have there the largest soap factory 
in the world. Just as an illustra- 
tion, the printery connected with 











the factory is larger than any in 
New York. But this is not the 
place for the story of the develop- 
ment and status of the concern. 
However, Lever Brothers have 
factories in many countries, and 
determined to push sales in Am- 
erica. With this end in view Mr. 
W. H. Lever came to this country 
recently. He studied the field, and 
concluded that it would be the 
best plan to select an American 
agent, one not only who happened 
to be on the ground, but one who 
was familiar with American ad- 
vertising methods and with the 
ability to make out a plan and 
conduct a campaign. I was the 
man whom Mr. Lever selected, 
whether deserving or not, and be- 
fore accepting I took the offer un- 
der advisement. 

“I studied the merits of the 
soap, assured myself of the grand 
field that judicious advertising 
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Cleveland Grows Fast! 


The Plain DealerGrows Faster. 









{ "Tix Daily Average Circulation for the 
first week in January, 1901, was 44,785. 
The Daily Average for the last week 

of September was 55,044. 





Daily Gain in Nine Months, 10,259. 





The first Sunday in January was 37,926. 


’ The last Sunday in September was 50,590. 





Sunday Gain in Nine Months, 12,664. 





The average of the first and last weeks of the 
period was used instead of the average of 
January and September, because the average 
of the entire month of September was made 
abnormaily large by the G. A. R. Encampment 
and the news of the assassination of President 
McKinley. The average of the last week of 


September was normal. 





C. J. BILLSON, Manager, 
FOREIGN ADVERTISING DEPARTMENT, 


Tribune Building, Stock Exchange, 
NEW YORK. CHICAGO. 
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would develop and closed on the 
offer with enthusiasm. Then for 
sevén months previous to New 
Year I perfected my plans. Dur- 
ing this period not a cent was dis- 
bursed for publicity. 

“Lever Brothers, Ltd., do not 
do things by halves. When they 
had projected invading America 
they had set aside a certain ap- 
propriation for the purpose. My 
first step was the construction of 
a plan of campaign for the whole 
field, and this I duly submitted. 
It called for $90,000 more than 
their own estimate. Without one 
word of demur they acceded. 

“With New Year we fired the 
first gun for what I think will 
prove one of the strongest and 
most effective advertisement cam- 
paigns ‘ever attempted, not only in 
America but throughout the 
world. With the factory that has 
been established in Toronto, On- 
tario, we have nothing to do. That 
is meant to supply only Canadian 
demands. But the ones on Am- 
erican soil, one in Boston, the oth- 
er in Philadelphia, are under my 
guidance, although they are dis- 
tinct corporations. The former, 
incorporated under the laws of 
Maine, and occupying a_ full 
square, and the latter, organized 
under the laws of New Jersey, 
and occupying half a square, are 
running to their full capacity. Mr. 
Lever kindly credits me with re- 
sults already accomplished. and 
says that more has been achieved 
here in the past half-year than 
ever was done in England in 
twice the period. The public can 
see no more of this than that two 
tremendous plants are turning out 
an enormous supply of. goods with 
little friction. They cannot ap- 
preciate that maximum results 
are being accomplished with mini- 
mum labor, and that perfection of 
organization has already been 
achieved, notably in the depart- 
ment of publicity, the important 
means through which I hope here- 
after to make Life-buoy Soap a 
product not only known every- 
where throughout the whole coun- 
try, but so universally in demand 


by every housewife that the words 


Soap and Life-buoy will almost be 
synonymous—interchangeable.” 


“Did you find ‘that you had.to 
change details greatly, Mr. Bin- 
ner, to make this soap, which has 
long ‘had a general market in Eng- 
land and throughout Europe, ac- 
ceptable to the American house- 
wife?” 

“IT cannot tell you what differ- 
ences in the entire scheme are es- 
sential, but two comparative de- 
tails will illustrate better than 
words. Immediately when I saw 
the package of Life-buoy Soap 
and the cake itself I recognized 
that if we wished to make head- 
way here a radical change must 
be made. The cake hitherto pre- ° 
sented was liberal, but a crude, 
shapeless mass. Foreigners lay no 
stress on externals of this kind, 
but Americans do. So after study- 
ing the matter the present cake 
was adopted. This is a sightly 
octagon, containing even more 
material than the old cake.» A 
fac-simile of a life-buoy, or, as we 
call it, a life-preserver, is imprint- 
ed on both sides, the word itself 
inside of this. 

“The box in which the cake was 
sold was all wrong, to my mind. 
It seemed a careless, happy-go- 
lucky one, the wording perfunc- 
tory and being no help in the sale - 
of the soap. I determined to rem- 
edy this by ‘having that wording 
as strong an argument for the 
soap as I could make it. The first 
thing, I adopted a distinctive type- 
letter for the name _ Life-buoy 
Soap. I chose a block letter with 
rounded edges—the type which we 
use everywhere, and which I so 
hope to familiarize to the Ameri- 
can public, that whenever they 
think of a life-preserver this soap 
shall come to their minds and 
vice versa, when they think of a 
soap, Life-buoy will almost un- 
consciously be on their lips. In 
other words, it is going to be my 
aim to make the two words inter- 
changeable, as I said, so that Life- 
buoy will stand for soap. You 
will notice on the box, any way 
you turn it, that name will come 
on top, so that you cannot get 
away from it. 

“Another thing. We have 
adopted a guarantee, which means 
something. It is not an idle say- 
so. And if we were not sincere, 
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[FOR THE NEW YEAR! 
|. . 


Guaranteed Circulation, 








DAILY AND SUNDAY, 
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and only printed the words for 
effect, we would be fools, and 
would soon have to pay the pen- 
alty, for it would be so easy to 
convict us, the guarantee reading, 
‘$5,000 will be paid to any person 
who can prove that this soap is 
not perfectly pure and genuine or 
contains any form of adulterant.’ 
Taken by itself this guarantee 
would not be a matter of import- 
ance, but when you remember 
that this soap, besides being all 
that is ordinarily expected, is also 
a sanitary disinfectant, you will 
appreciate what risk we would be 
running if it would not be right. 
It is hard enough to combine a 
disinfectant and a soap under any 
conditions, but to do this with a 
simple soap is indeed a feat.” 

“Regarding your advertising?” 

“So far we have merely taken 
up publications, and by no means 
as yet all that we shall adopt. Our 
system has been to start them off 
in the order of the influence with 
the housewife, according to our 
judgment. Our list? Our list in- 
cludes every publication through- 
out the whole country that is 
worth while. We commenced 
with the year, and you will find a 
Life-buoy Soap advertisement in 
every magazine and popular week- 
ly except one—that being an 
exception taken on _ personal 
grounds. You can see how broad 
our policy is when we give liberal 
advertisements even to Puck, 
Judge and that class. We recog- 
nize the limitations of such papers, 
but nevertheless believe that our 
course in showing our. name ev- 
erywhere is so impressive that 
these will yield satisfactory gen- 
eral results. The newspapers will 
soon follow. Literature of all 
kinds will be issued, and in due 
course there will be advertise- 
ments in street cars, etc., outdoor 
display and other forms of pub- 
licity. All designs, copy and 
plates will be orepared by the 
Binner Engraving Company. 

“It will be conservative to state 
that no advertising scheme or en- 
terprise Will be too large or too 
expensive for us to adopt. Some 
may be too insignificant for us to 
spend time over—but none will be 
too large.” J. W. ScWWartTz, 


THE LIFE-BUOY SOAP.‘ 


The Little Schoolmaster receives the 
following communication: 

New York, Jan. 21, 1902. 
Editor of Printers’ Ink: 

Dear Sir—Before returning to Eng- 
land to take up my work among the 
British advertisers in the interests of 
the American Press, I should like to 
refer to recent happenings which are 
of some importance in the advertising 
world, particularly to British advertis- 
ers and the American newspaper pub- 
lishers. It is well known that the 
metropolitan papers of America have 
for some time past been backing a 
ange ge in Great Britain for the pur- 
pose of encouraging foreign advertisers 
to enter this field. At the outset, our 
endeavors seemed to be almost hope- 
less so far as any immediate returns 
were concerned, and it was difficult for 
the American publisher to appreciate af- 
ter the first year that there were really 
any great possibilities in that field. It 
is not my desire, however, to go into 
the details of the work or the many 
things that have developed to encour- 
age us in the belief that eventually 
those who have been willing to stand 
for this expenditure will find it profit- 
able. 

How the London agencies gradually 
came to regard the London office of 
the American Press as a most valuable 
adjunct to their business, enabling 
them to go to their clients with the 
assurance that they could place com- 
plete information before them regard- 
ing our daily papers and rates; how we 
have won the confidence of the adver- 
tiser and aroused an interest in the 
possibilities of a field comparatively 
unknown and _ but little understood; 
how we have been called upon to pre- 
pare estimates ——. a territor 
which they have never before consid- 
ered, all of which is operating toward 
the desired result. And now at a time 
when the American Press and the Am- 
erican market is occupying a promi- 
nent place in the minds of the British 
advertisers, when we can review with 
satisfaction the conduct of our London 
office which commands the respect and 
attention of every one in England 
identified with advertising interests, we 
are confronted with a spectacle which 
forces upon us the conviction that the 
Cifficulties to be overcome are not all 
on the other side of the water. It 
seems to me that this is a very fitting 
time, in the light of recent events, to 
take up these other difficulties both in 
the interests of the British advertiser 
and the American Press which I repre- 
sent. I am referring especially to the 
exhibition which is now jae | presented 
to those who keep in touch with ad- 
vertising matters as illustrated in the 
disposition which is being made of a 
very large appropriation of Lever 
Brothers, of Port Sunlight, England. 

None of us need go back very far 
in our experience to recall a previous 
failure made by this house when they 
attempted to exploit Sunlight Soap. 
The general character of their adver- 
tising and the ultimate failure which 
they naturally met with are matters fa- 
miliar to all of us, and at an earl 
stage in my work in England, while 
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14 
anticipated they would naturally feel 
discouraged regarding any further ef- 
farts, I devoted myself persistently to 
encourage them in the belief that there 
were abundant opportunities for them 
here to build up a large and profitable 
business. I was given to understand 
that the principals were coming over 
here in the fall of last year to confer 
with their people on this side, and af- 
ter looking over the ground would take 
the matter up on their return. It was 
naturally a matter of great disappoint- 
ment as -well as chagrin to learn upon 
my arrival that their arrangements had 
been perfected and contracts already 
made. Of course, the longer we are 
identified with advertising interests the 
less inclined we are to predict failure 
for any method of advertising, but at 
the same time we are inclined to our 
Own opinions, which are the natural re- 
sult of past experience. I understand 
that a very elaborate and comprehensive 
plan was prepared for Lever Bros.’ con- 
sideration under the advice of some of 
our so-called advertising experts, and 
that this plan only provided for the use 
of mediums of general circulation cover- 
ing practically all of our weekly and 
magazine publications. I have been told 
that the first act in this advertising 
pened was to reach the women. This is 
certainly very commendable on the part 
of the promoters of the plan, and from 
the list which I understand is carrying 
this business I have not the slightest 
doubt but what they will succeed in 
reaching them. I have carefully stud- 
ied the copy, thinking I could perhaps 
discover what the next move would be, 
that possibly I might see some sugges- 
tion for the women of America to call 
at the office of these advertising ex- 
perts and procure a cake of Life-buoy 
Soap. As that suggestion does not ap- 
ear there must be some other method 
n the minds of the promoters of this 
scheme to have the women reach them. 
do not wish to appear foolish or to 
show any undue ignorance regarding 
the A B C principles of advertising, 
but we naturally look for some explana- 
tion, and as there is no earthly possi- 
bility of the women of the country 
reaching Life-buoy Soap, I fail to see 
what they hope to accomplish. There is 
a suggestion in the advertisement, of 
sending a certain amount of money, up- 
on the receipt of which they will be 
glad to: forward them the soap, but my 
experience has been that when we want 
a commodity of this kind we prefer to 
so out and buy it, as it hardly seems a 
matter of sufficient moment to enter 
into correspondence about. : 

I have just returned from a trip of 
nearly 4,000 miles, extending as far 
west as Kansas City, and made it my 
special business to inquire in each city 
where I visited, taking pains to go to 
such houses as would be likely to 
know, and I have yet to run across a 
‘single instance outside of New England 
and New York City where the brand 
of Life-buoy Soap was ever heard of. 
Now, what does it all mean? What is 
‘it naturally leading to? It certainly is 
hardly.necessary for one to be a very 
close student of advertising history not 
to recognize the fact that we are rap- 
idly laying the foundation of another 
gigantic advertising failure, and 
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when it is all over we can stand it up 
on a pedestal and place it alongside of 
Vinolia and B. T. Babbitt. Of course, 
there is so much mystery in the atmos- 
phere which surrounds the offices of 
these advertising experts and so much 
of our information is merely “hear- 
say,” that we naturally can attach only 
a certain amount of importance to it, 
but it certainly seems to me that at a 
time when so much hard work is being 
done and a great deal of money being 
expended to encourage the suspecting 
and conservative Britishers to come in- 
to our market that it is pretty nearly 
time for the American press to rise up 
in honest protest against such suicidal 
methods employed by those who have 
the “nerve” to put themselves in an 
advisory capacity. It is not only the 
loss to the American press*of a val- 
uable account, an account which is legi- 
timately theirs, but’ the moral effect it 
has on the minds of other British ad- 
vertisers who particularly at this time 
are contemplating advertising appropria- 
tions. 

To sum the situation up, we have a 
practical illustration of how one of the 
wealthiest advertisers of Great Britain, 
coming over here as he does with the 
best intentions in the world and with 
a disposition to spend liberally, can be 
absolutely ruined from an advertising 
standpoint so far as we are concerned, 
and I have no hesitation in making the 
prediction now that this appropriation, 
which I understand is several hundred 
thousand dollars, will never be spent, 
and that unless they change their policy 
that 1902 will see the last of an adver- 
tiser which could have been developed 
until he had become one of the most 
prominent newspaper advertisers in the 
country. And now I understand that 
this same magazine agency is heading 
a protest against the methods being em- 
ployed by our London office, as being 
detrimental to his interests. Surely this 
must be a joke. My advice to him and 
all other agencies is to put their pro- 
tests in their pockets and be thankful 
that the daily papers are willing to help 
them in getting business to the extent 
of doing general missionary work. 
can assure you, it is much easier now 
than it was last year, and every year 
that we are making an intelligent ef- 
fort to educate British advertisers as to 
the possibilities of this territory will in- 
crease your chances of adding new ac- 
counts to your list. I have no mortgage 
on the situation. We have two agen- 
cies there now doing good work, and 
I would gladly see more. Only those 
who have an intimate acquaintance with 
the British advertiser can understand 
what it means to establish what may be 
called business, social relations; and 
the fact that our office to-day is work- 
ing in the utmost harmony with the ad- 
vertisers and agencies alike is the first 
step and a very necessary one toward 
the accomplishment of our undertaking. 

Louis M. Porter, 
Representative of the American Press 
in London. 
—___ ++ 


Never forget this simple and oft-re- 
peated advice—better run _four-inch ad- 
vertisements every other day than their 
sum total once a month.—The Advisor. 
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CHICAGO “RECORD-HER- 
ALD.” 


From Mr. Joseph Dunlop’s 
Saturday Night Dispatch, of Jan- 
uary 18, Printers’ IKK extracts 
the probably rather accurate state- 
ment of the case of the Chicago 
Record-Herald that here follows: 

After a nine years’ struggle with 
newspaper work in Chicago, probably 
the most lurid and unsatisfactory of 
any experience on the part of any am- 
bitious man who ever endeavored to 
break into the arena of journalism, H, 

Kohlsaat has given up the vain 
fight and surrendered his forlorn hope, 
the management of the Record-Heraild. 
The story of Kohlsaat’s endeavors to 
make for himself a footing in the news- 
aper world and the fate which fol- 
owed every effort and. balked each en- 
deavor is well known to the people of 
Chicago, though the outside world is 
perhaps not so well informed. The end 
of this long-continued story came yes- 
terday morning when an announcement 
appeared in the editorial columns of 
the Record-Herald, signed by H. H. 
Kohlsaat, to the effect that he had re- 
tired finally and completely from the 
publication field and had relinquished 
all control of the paper, or rather com- 
bination of papers, which he had 
worked so fruitlessly to make a po- 
litical power and a financial success. 
The consolidation of the Times-Herald 
last spring with the Record was the be- 
ginning of the end, and some of the 
Chicago newspapers at the time that 
peculiar deal was announced read be- 
tween the lines and intimated that H. 
H. Kohlsaat was really not the pur- 
chaser, but the victory belonged to the 
man who on the surface appeared to 
be disposing of the Record. H. 
Kohlsaat’s announcement in the Rec- 
ord-Herald of yesterday is an apparent 
confirmation of what these papers in- 
ferred last April when the “merger” 
was announced. It was evident from 
the beginning of Kohlsaat’s career in 
the newspaper world that he was 
doomed to disappointment. This was 
prophesied by the veteran editor Chas. 

Dana, as has-been given publicity 
through the press, when Kohlsaat was 
introduced to him as a well-known Chi- 
cago banker and capitalist, who had 
bought the Times-Herald. When Kohl- 
saat had retired, as the report stated, 
f-om a very pleasant talk with Mr. 
Dana in his editorial den up in the 
New York Sun building, Dana turned 
to some friends who were present and 
commiseratingly said: “Too -bad, too 
bad! poor little man, he’ll be sorry for 
it!” In the case of Dana the sunset 
of life apparently gave him mystical 
lore and coming events cast their shad- 
ows before. 

Just how the new deal which is on 
with the Record-Herald leaves matters 
is outlined as follows by Hearst’s Am- 
erican, which doubtless knows the full 
accuracy of what it states. The Am- 
erican says: “For twelve years Mr. 
Kohisaat has been prominent in Chica- 
go as editor and proprietor first of the 
Inter-Ocean, and later of the Times- 


Herald, and since last April of the Rec- 


ord-Herald, which was formed by the 
consolidation of the Times-Herald and 
the Record. 
tor F. Lawson, editor and proprietor 
of the Daily News, and owner of the 
Record until it was absorbed by the 
Times-Herald, will be the guiding in- 
fluence in the Record-Herald, by rea- 
son of his ownership of bonds in the 
sum of close to $1,500,000, which were 
issued to him by Mr. Kohlsaat in pay- 
ment for the Record. This large bond 
issue of the Record-Herald in the hands 
of Mr. Lawson is the result of the re- 
cent consolidation. The price paid for 
the absorbed Record is included in the 
bond issue.” 

It should not be forgotten that Mr. 
Noyes, who by the way is a high-mind- 
ed gentleman and able journalist, is al- 
leged to have invested $200,000 of hard 
cash in the Record-Herald deal last 
spring, which would give him some- 
thing like a seventh or eighth interest 
in the paper along with the owner, un- 
less it was absorbed in some subsidiary 
manner. Continuing its comments on 
the Record-Herald’s present status 
Hearst’s American says: ‘“‘As the hold- 


er of the bonds im this large amount, . 


it seems only natural that Mr. Law- 
son’s position should be that of con- 
troller of the destinies of the Record- 
Herald. It is understood, however, 
that he does not wish to appear in this 
connection. The reason generally at- 
tributed for this is that Mr. Lawson has 
scruples against the Sunday newspaper, 
and the Record-Herald issues every 
day. While the Record was a separate 
paper Mr. Lawson never issued a Sun- 
day edition of it. Mr. Noyes relin- 
quished the position of editor of the 
Washington Star last April to come to 
Chicago and become the publisher of 
the Record-Herald when the consolida- 
tion of the two papers was made. It 
was understood then that he was the 
representative of the interests of Mr 
Lawson, and it was generally predicted 
that he would soon assume control.” 

It looks like the irony of fate that 
George W. Hinman, whose battle with 

H. Kohlsaat in the criminal courts 
will be remembered by Chicago citizens, 
should be elevated to the proprietorship 
of the Inter-Ocean at almost the same 
hour that Kohlsaat was induced to step 
down and ovt of the Record-Herald 
and retire from public view to the calm 
shades and grateful obscurity of pri- 
vate life. There are many who will 
feel sorry for Mr. Kohlsaat. They 
know how intensely ambitious he has 
been, how earnestly, if mistakenly, he 
has worked to push himself to the front 
in journalism, and how bitter must be 
the disappointment which he now expe- 
rience at beholding the wreck of all 
his hopes to build up a newspaper 
property the control of which would 
give him power, place and influence. 
The dream has faded, the hope has 
vanished, ‘the useless, long-continued 
struggle has ended. 


—- +e 


_ SUBSTITUTION is the universal sin; it 
is placing the right for the wrong, a 
lie for the truth, a fraud for the origi- 
nal, an idol for God. Substitute noth- 
ing, live in the light, be manly and 
speak the truth.—Sapolio Times. 
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-THE PROFESSIONAL SIDE OF 
ADVERTISING. 


’ By Charles Austin Bates. 


It is only occasionally that a busi- 
ness man can feel that he is absolutely 
right in any given line of action in the 
development of his business. Maybe 
he is exactly right—maybe he is go 
per cent right—maybe 60 per cent. 
Anyway, he would like to be 100 per 
cent right, or at least he would hike to 
know just how much wrong he may be. 

This is particularly true in his 
advertising. Advertising is, and must 
be, largely theoretical, but theories 
can be built right up in thin air, or 
they can be founded on the bed rock 
of facts and experience. In a matter 
of theory, anybody’s ideas are worth 

‘listening to. The ideas may be 
wrong, but they stimulate thought, 
and the business man’s brain is made 
clearer by the exercise. 

If he talks with some one who has 
had much experience with such things 
—who is trained and who knows all 
the technicalities and most of the 
demonstrated facts—he is pretty sure 
to get some side-lights on the subject 
that he had overlooked. He is pretty 
sure to find that a clear-headed out- 
sider is able to see some thing in his 
business that had been invisible to 
him. Frequently a very small sug- 
gestion starts a very large and a very 
valuable line of thought. 

* * * 

Many men have consulted me with 
their advertising problems, and I be- 
lieve all of them have been satisfied 
with the services I have rendered. 

* * * 

Advertising is rather a large propo- 
sition, It is complex. There _ is 
ample room for choice of things to do 
and not to do. Publications, pasters, 
Street cars, circulars, signs, rates, 
copy, pictures, type, display, position, 
time, handling of inquiries, follow-up 
plans—a hundred details to consider, 
and an opportunity to lose or make 
money in every one of them. 

In a short consultation I could not 
hope to strike all the wrong things, or 
suggest all the right ones, but Icanhelp. 

I don’t care what sort of advertising 
you are doing, or whether you employ 
an agent; or whether or not you are 
satisfied with that agent. I am will- 
ing to discuss your advertising with 
you—your entire plans, or any details 
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of it, and to honestly, fairly and 
frankly criticise, commend, condemn 
and suggest betterment, if betterment 
is possible. I will tell you exactly 
how to carry out my suggestions your- 
self, or how to have your advertising 
agent do it in the most effective and 
economical manner. I shall not can- 
vass you for business. 
* * * 


Any man who spends $5,000 a year 
for advertising can well afford to pay 
me $100 for discussing his plans and 
copy. I will surely earn that $100, 
and that is my minimum fee for con- 
sultation, either by mail or in my office. 

* e 


I will not discuss with any man the 
question of whether or not he shall do 
business with my advertising agency. 
There are several good looking men 
here, and in our branch offices, who 
know just why every advertiser should 
do business with us. I personally 
have nothing to do with that. My 
time is taken up with work for 
customers. I am not interested in a 
man until he becomes a customer. 
My time belongs to those who pay for 
it, and it is too valuable to spend in 
soliciting business, or talking about 
prospective business. 

Anybody not a customer who thinks 
my services in the way of suggestions, 
criticism, and advice are worth as 
much as I know they are worth, can 
buy as much of them as he likes. 

+ + * 


If this proposition is not perfectly 
clear I will be glad to make it so on 
request. 

Ask for the folder “Real Help,’ and 
the booklet “/ucreasing the Output,” 
the following extract from which will 
give a general idea of its scope : 

* * . 


“A properly constituted mail drum- 
ming system will solidify your selling 
territory. 

“It will add to the list of customers 
in towns where there is already some 
trade, and it will add to the numbcr 
of towns in which goods are sold. 

“Just figure it out. There are per- 
haps four thousand dealers in a manu- 
facturer’s territory, and he sells to 
two thousand of them. It certainly 
wouldn’t cost him twice as much to 
cover that territory if he sold to the 
four thousand.”—-Charles Austin Bates, 
Vanderbilt Building, New York, 


= - . 
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WITH ENGLISH ADVERTIS- 
ERS 





By T. Russell. 


A proprietary medicine which 
has been so long absent from the 
advertising columns of general 
newspapers as to rank with most 
people as a new article, has lately 
been making quite a show in this 


country. It is Lacto-Peptine, a 
pepsin-pancreatine compound, in 
powder and tablets; owned in 


England by a very old friend and 
correspondent of Printers’ INK, 
Mr. John M. Richards, of Hol- 
born Viaduct, London. Lacto- 
peptine is advertised by full pages 
in high class, expensive weekly 
papers of the Jllustrated London 
News stripe, and I am able to say 
of my own knowledge that it is 
a “go.” 
* * * 

I would not have printed the 
above facts merely as news, but 
the history of Lactopeptine is in- 
teresting and instructive. When I 
first knew it and its proprietor, 
twenty years ago this January, it 
was advertised a good déal in 
newspapers, and to some extent in 
the medical journals. Very soon 
afterward, however, Mr. Rich- 
ards decided that the medical pro- 
fession could be best appealed to 
for support if the advertisements 
were withdrawn from the “lay” 
press (as medical journalists are 
so fond of calling ordinary news- 
papers), and for the last eighteen 
years the three or four London 
medical papers—The Lancet, The 
British Medical Journal, The 
Medical Press and Circular and 
The Hospital Gazette, with a 
scanty dozen of provincial month- 
lies, which complete the entire 
medical journalism of Great Brit- 
ain and Ireland—have had the 
Lactopeptine advertising all to 
themselves. An annual pamphlet 
has always been mailed to all doc- 
tors in the United Kingdom with 
British qualificatory degrees, and 


for some eight years Mr. Richards 
issued a monthly medical paper. 
Practically all the doctors in this 
country prescribe Lactopeptine or 
dispense it; 
them 
about it. 


over a thousand of 
have given testimonials 
All this has been at- 
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tained by skilful management, at 

an expense comparatively small: 

and this is, ready made, the basis 

of a big general business of the 

high-class specialty sort, with 

which a good deal can be done. 
* * * 


Pretty much the same has been 
accomplished with another well- 
known _ proprietary — Kutnow’s 
Carsbad Powder, which for many 
years was advertised in medical 
papers only, but which is now be- 
ing extensively and _ successfully 
advertised in newspapers of gen- 
eral circulation. Scott’s Emulsion 
and Angier’s Petroleum Emulsion 
are both advertised in medical and 
“lay” papers simultaneously, and 
no one appears to suffer, so that 
the old prejudice among doctors 
against medicines advertised to 
the public would seem to have 
been broken down. 

* * * 


But to judge from this that it 
is a good scheme to start adver- 
tising a medical specialty in Eng- 
land in medical and other papers 
simultaneously would be a con- 
siderable error. You could not 
profitably advertise Ripans Tab- 
ules or Carter’s Little Liver Pills 
in The Lancet. The prejudice of 
the medical profession against 
proprietary remedies is as strong 
as ever. But the fact, until re- 
cently unsuspected, that doctors 
don’t care where you advertise a 
preparation so long as it is a thing 
they understand and like, has been 
clearly established. 

* * * 


Now, from the comparatively 
small number of papers which 
need to be used in order to 
manipulate the medical vote in 
this country, and their remarkably 
low advertising rates, it is prob- 
able that England would pay med- 
ical specialty people very well: 
and when a good trade is created 
among doctors and the business 
looks like having reached satura- 
tion point, it can often be devel- 
oped ten-fold by moving on to the 
lay public. No doubt there is a 
certain number of punctilious, 
old-style doctors who will get 
fearfully mad when they come 
across the “lay” advertisements: 

















but there was nothing that was 
ever done anywhere which did not 
offend some one. There is reason 
to believe that the building of the 
“Ark was thought a highly unethi- 
cal proceeding in the medical pro- 
fession of the day, but Noah’s 
doctor got left in the rain and that 
is all that happened. The ship 
sailed just the same. There must 
be a good many people in Ameri- 
ca who run lines which could be 
very cheaply exploited to the med- 
ical profession here, and I should 
think there is a good deal of mon- 
ey in the scheme. The right agent 
is a necessary feature. 
* * + 


Lydia Pinkham, who has been 
fussing around tentatively in our 
newspapers for a month or two, 
seems to be making a serious ef- 


fort now. Messrs. Fassett & 
Johnson, Snow Hill, London, are 
the agents. Omega Oil is here 


with both feet. It had a full page 
in the Daily Mail one day last 
week, and after the type it was 
permitted to use it will be diffi- 
cult for the Mail to refuse any- 
thing to any one on the score of 
blackness of face and general 
typographical deformity. Casca- 
rets are being advertised by dis- 
tribution of samples, house to 
house, in the North of England, 
and are now starting newspaper 
work. " 


The Hon. G. T. Fulford, of 
Pink Pills, granted an interview 
to the Advertising World, Lon- 
don, before he left for Canada on 
the 8th instant. The interviewer 
describes him as “a young-look- 
ing, clean-shaven man, on the 
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right side of fifty; wears gold 
pince-nez to work with but not: to 
look at you; smokes cigars all 
day; seems to be always full ’ of 
business, but is never too busy to 
do a good turn, crack a good joke, 
tell a good story. He takes him- 
self and his business seriously. 
There is nothing of the patent 
medicine about him. He believes 
with all his heart and soul that he 
is the benefactor of his kind. A 
cheery optimist, he is perfectly 
convinced that without Dr. Wil- 
liams’ Pink Pills for Pale People 
the world would be a poorer and 
a sicker world than it is. He lives 
simply; travels six months in the 
year; has the finest house in Can- 
ada in his native town of Brock- 
ville; thinks Canada, talks Canada 
and dreams Canada every instant 
when he is not thinking, talking 
and dreaming Pink Pills, and has 
been known to sit in the best suite 
in the Carlton Hotel and sigh be- 
cause he was four thousand miles 
from Brockville, Ontario, which 
has ten thousand inhabitants.” 
In the course of the interview he 
let out striking facts. He said 
that the base of his world-wide 
success (a success, he incidentally 
mentioned, which warranted the 
boast that the sun. never sets on 
Pink Pills), was the actual merit 
of the goods. It is wonderful how 
ready some men are to give away 
the innermost secrets of their bus- 


iness. 
—— +o -—- 
_ We’tt get you if you are interested 
in goods that are worth the price. 
———_+or—___— 

WHILE one’s advertising ought to be 
considered in the nature of a continued 
story, each advertisement ought to be 
complete in itself. 








The Washington Evening Star 








will introduce an advertiser to more 
homes and reach more of the best class 
of customers in WASHINGTON than 
all the other papers published in the 
city added together. 











Tribune Building, NEw York. 


M. LEE STARHE, Representative, 








Boyce Building, CH1caGo. 














PRINTERS’ INK. 


The issue for February 5th will 
be mailed to every Boot and Shoe Dealer 
in the United States, numbering 
a total of 31,888. The names will be taken from 
The Shoe and Leather Reporter Annual. 


Press day, Wednesday, Jan. 29 





The issue for February roth will be 
mailed to a complete list of all General Advertisers in 
the United States, numbering a total of 15,000. 
The names will be taken from the Reference Book 
of the Publishers’ Commercial Union. 


Press day, Wednesday, Feb. 12 


The primary purpose of these Sample Copy Editions is to 
induce new subscribers and additional advertising patronage for 
PRINTERS’ INK, the Little Schoolmaster in the Art of Advertising. 

Whoever has a proposition likely to interest these people 
can bring it to their attention by using the advertising pages of 
these Sample Copy Editions of PRINTERs’ INK to better advan- 
tage probably than through any other channel. 





ADVERTISING RATES: 
$1oo per page; % page, $50; % page, $25. 


Classified advertisements without display, 
25 cents aline. $1—¥4 lines, 28 words—may be 
worked into an effective ad among the 
classified columns. 











ADDRESS ORDERS TO 


PRINTERS’ INK 


3O SPRUCE STREET NEW YORK 
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ADVERTISING INGENUITIES. 


A very neat and useful method of 
advertising has lately been invented in 
Paris. The purchaser of a book finds 
the volume put into a stronger paper 
cover. On both sides of the cover are 
illustrated advertisements. This is 
called “La Publicite par le Livre,” and 
the offices of the agency are in the Rue 
Reaumur. The advantages are_ three- 
fold. In the first place, the yellow pa- 
per cover of the average French book 
1s kept clean; in the second, the loosely 
bound pages are prevented from falling 
to pieces; and in*the third, the adver- 
tisements remind us of other desirable 
novelties. And yet a fourth may be 
named. Timid readers may now peruse 
“The Visits of Elizabeth” in a railway 
carriage without fear of shocking their 
opposite neighbors!—Westminster Ga- 
zette. 


Classified Advertisements. 


a under this head two linesor more, 
lay. 25centsaline. Must be 
han: in one week in advance 
WANTS. 


= ~ 4 ang Cosnelic holic book, popetionsl. Send 
P. B.,” care Printers’ Ink. 
Mere. il pate copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. eats any t two other papers. 


HE FINANCIAL INQUIRER is a , ong 





ble publieation for investors. 
year’s subscription, with all the Genctte ve = 
commercial agency. Agents wanted on a com- 


mission everywhere. Correspondence invited. 
55 Liberty St., New ¥ York. 

I AM an energetic, c, capable abvertiging man, 
with experience in ne commer- 

cial work. _——— in the has been very 

successful and result-producing. I would like to 

hear from gome one who is omens for a hustler. 

“L. A. W.,” care Printers’ Ink. 


WAXTEDAEvery a writer to se- 
cure @ COPY, of our book of ready-made 
advertisements, — le mine of sugges- 
tions and —- mtains over five 
hundred examples of effective ads. Invaluable 
o- a thought lator for advertisement writ- 
Sen mr pecepane om m receipt of pree, $l. Ad 
dress GEORGE P. ROWELL & CO., 10 Spruce St., 
New York. 


+) 
ADDRESSING MACHINES. 
YERS aS passe Tabel Past Pasting Addressing M: 


chine, $10. P. O. Box 449, Philade —- 
PAPER. 
[* Zou. nse Coated Book Paper send to us for 
and Three full -: in stock. 
| aay &s HIN, 45 Beekman St., New York 
‘ity. 


TO LET. 
T°?= LET—Three ofiess at No. 10 yo =. 


S >. oo. Pa ROWELL & &'CO. bo ak ont 


—__+or—__—_ 

PRESS CLIPPINGS. 
Us! yoy A PRESS Logg ee. 
ie or- 
der on any ay aabgect trons all Pountas rican 
newspapers, 


MISCELLANEOUS. 


E ELECTRIC LETTERS 
Batch as er as, 
Philadelphia. 
p= HISKY, our Kentucky™ distillation, 
divest from distiller to co er. Twelve 


ears old, $3 lon. Inclose gaa to 
Distillers, Maysville, Ky. 
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pet 


Pty tee per ie ink manufactured 
We TLSON PRINTING sae © CO. 
ool Faprace 8, Nee Gork Special p ices to 





ELECTROTYPES AND Se ee 


SROTSOSE PE or Or sterootype cuts. 
Ralioen it ‘4 = ones, order m right ‘. sud 


{gules Hetrot Foundry, 
ail, North Third St., St. Louis, Mo. _ 


tee mw 
ORIGINAL oesTeNe. 


DWRITERS, illustrate your 
designs double value of advertising ope 
etches submitted free. KNOXVILLE 


i 1 
EN KAVING CO., Knoxville, 


————_+>>——_—_ 
ADVERTISING NOVELTIES. 


OR_the purpose of inviting announcemen 

of Advertising Novelties likely to benent 
reader as well as advertiser, 4 lines will be in 
serted under this head once for one dollar. 





—_+o+__—_ 
NEWSPAPER BROKER. 
MAS your wants known—to maou them } is w 


ply them. Original methods of A 
SMITH, pf - Broker. Earlville, Ii., moan 
buyers ‘and Reliability, discretion. 


2 ee 
LINOTYPE AND ) STEREOTYPE METAL. 


MANUFACTURE the best | linotype, stereoty 
and electrotype ey? in the war Get ny 
ices before orderin; 
icited. I. SHONBER 


vat-of-town orders so- 
ar Hudson 8t., N. ¥ 


———+o>—____ 
ELECTROTYPES. 
\ 7 give special attention to making of good 
electroty pe s for newsp’rads. Prompt. Uut- 
of-town work done care as city. BECK 
ELECTROTYPE CO.,, 24-26 Vandewater St., N.Y. 


—_ TONES. 


C._ Newspa; if tones mounted. KNOX 
75 VILLE GRAVING GO” agp 


D copper half-tones, s. c., Somethi' 
GS new. Wait CUT Co., 112- iene “oth St. Phila 
ee 
MAILING MACHINES. 


HE MYERS MAILER, weighs one pound ; 
price, $10; P.O Box 449, Philadelphia. 


EV. ALEX. DICK MATCHLESS *AILER, the 
htest on the market, only #i2. F.J.VAI- 
ENTINE, Mfr., 178 Vermont St., Buffalo, N. Y. 


CARBON PAPER. 


y de excha Carbon Pa’ Paper for advertising. 
WHITFI CARBON PAPER WORKS. 


YPEWRITING Carbon P: Paper = perforated 
books of 25 sheets delivered in your office 
WHITFIELD CA N PAPER 


for 75 cents. 
WORKS, Red Bank, N. J. 


——+o>—__——_— 
PRINTERS’ MATERIAL. 


MORERN, MACHINERY, new and rebuilt. o 
a Lape or} ao nd 
foundry prices and dis- 


gualfy above price 
m a cylinder to a bodkin furnished. 
CONNER, FENDLER & CO., N. Y. City. 


PREMIUMS. 


' |. HE COOKING CLUB, Goshen. Ind., isa winner 

for ——_= offering clubbing rates to gain 
new subs or coll ~~ —— Coy eali- 
nary ne published ‘tf r families 
of moderate means. Subseri ‘on ft will 
find our proposition inte 


ELIARLE goods are trade builders Thou 
sands of su ve premiums suitable for 
blishers and rs from the foremost manu- 
‘facturing and ‘wholesnie dealers in jewelry and 


patra | SiG list__ price catalonue 
free. 8. F. MYERS Maiden Lane, N.Y. 









see 


aera qe sett «=e 





22 PRINTERS’ INK. 


COIN CARDS. 


Gee COIN MAILERS, Beverly, Mass. Sam- 
ples free. $1.60 per Min large lots. 


———_—_—_-¢ - —_—_—_ 
ILLUSTRATORS AND ILLUSTRATIONS. 


HAS -TONES from photos or drawings oo. Ber 
uare inch. Work guaranteed. BOLGER, 
Box 183, Boston, Mass. 


HOTO ENGRAVERS—Send us your orders for 
Ra. of photo engraving and you wiil obtain 
best work at the lowest “priess. STANDARD 

or NEW YORK. 


EXCHANGE. 


E XCHANGE what you don’t want for some- 
‘4 thing you do. If you have mail order names, 
stock cuts or something similar, and want to e=- 
change o- for others, put an advertisement in 
PRINTERS’ INK. Tuere are probably many per- 
sons amon the readers of this paper with whom 
you can effect a speedy and vantageous ex- 
change. The price for such advertisements is 
25 cents per line insertion. Send along your 
adverticoment. 





BOOKS. 


EADY-MADE ADVERTISMENTS. Messrs. 
Geo. P. Rowell & Co., 10 Spruce St., New 

York, send the Caveat a handsome page book 
entitled “Ready-Made Advertisements.” The 
book contains, besides other valuable informa- 
tion, examples and styles of advertising for al- 
most every business. For merchants and others 
who write their own advertisements this little 
work will be found invaluable. The price isonly 
eee — Caxton Ca a. 

The k will be sent tc address 
ceipt of one dollar. GEO. *. ROWELL & CO. 0 
Spruce St., New York. 


- — ee 


FOR SALE, 


me SALE—A weekly paper in a saguntein 
wn, doing a good cash business. Price o 
plant $1,000. Terms easy. Address NORTH PARK 
JNION, Walden, Colorado. 


OR SALE—Only weekly in hustling town in 

center of Wisconsin Potato Belt. 1,000 cir- 

culation, 12 to 15 columns of local advertising 

each week. Job work from inland towns within 

radius of J miles. Cheap for cash. Address 
8. M. W.,” care Printers’ Ink. 


VERY. issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a classifie 
savertinement in PRINTERS’ INK. The cost is but 
25cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8%., New York. 


PRINTERS, 


I ied 7 2 are not satisfied where you are, try us. 
= kinds of book and peveuare r 

rinting ptly and satisfactorily. 1ON 
RINTIN "CO. Pls Vandewster St., New York. 


1 000 NOTEHEADS, statements or type- 

9 writer letter- “heads neatly printed, 
$1.50 ; 5,000, $6. -. By stock and goo work 
Ruled work padded. Samples free. R. McGRE- 
GOR, ened mg “et. 


SMALL SPACE WELL USED. 

How often you hear somebody say : “ Now 
there’s a small space well used, It stands right 
out of the papas. 

The d typographi ical arrangement caught 
the eye Sone made that small ad stand out more 
prominently than one twice its size, but not so 
well displayed. 

One of the things we particularly pride our- 
selves on, is this ability for setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paper. Your local 
printer p probably has not the equipment for doing 

we have. probably he doesn’t know 
how as well as we do. 

We furnish pepe may too, if you like. 

This is only one of thines we do for advertis- 
ers—the printing of catalogues, booklets, circu- 

are some of the other things. 

We make oon stand out as t 7 crowd too. 

'RINTERS’ INK P 
10 ipouse oe New York. 


ADVERTISING MEDIA. 


T= GOLFER, Boston. Oldest golf publication 
in America. 


T= GOLFFR, Boston. Oldest golf publication 
in America. 


r[.HE GOLFER, Boston. Oldest golf publication 
in America. 


r[\HE GOLFER, Boston. Oldest golf publication 
in America. 


if ke GOLFER, Boston. Oldest golf publication 
in America. 


] ARDWARE DEALERS’ MAGASIEE, sam- 
ple copy 10 cents, New York City. 


si load reach mail-order buyers at 10c. line, use 
AGENTS’ GUIDE, Wilmington, Del. 


Re=sca the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


AM perscn advertising in PRINTERS’ INK to 
F the amount of $10 or more is entitled to re- 
ceive the paper for one year 


N ODERN MEXICO, 116 Nassau St., New York. 
4 Monthly ; illustrated; the medium for 
Mexican trade and investments. 


TF: you want real enjo Tat wee send — cents for 
copy of “HUMORI»T,.” § is, Mo. Spe- 
cia ly good for editors to clip Ron 


ROULATIOS 1€0,000 co ies unconditionally 
/ proven. ine. UP TO DATE 
FARMING AND Y GARDINING Indianapolis, Ind. 


RESS- REPUBLIC, Springfield, ©. Leased 
wire Associated I’ress report. Sworn cire'n 
guarant’d by Citizens’ Bank to exceed 8,000 daily. 


nr 2 SCHOOL EMBLEM, New Egypt, New 

Jersey, is one of the best educational medi- 
ums. Five thousand circulation. Your 5-line ad 
only 20 cents. 


THE rless advertising mediw UP TO 
DATE FARMING AND GARDENING, Indian- 
apolis, Ind. 100,000, 40c. a line. Send for copy 
of “ Results.” 


TIAN SUN, one of the leading weeklies of the 

Cherokee Nation. Ads in its columns at 

tract attention. Wii!\KS & CHAPMAN, publish 
ers, Vian, I. T 


U P TO DATE FARMING . AnD GARDENING, 

Indianapolis, Ind., bas the largest circula- 
tion of 4 agricult a: paper west of Ohio, and 
we furnish the proof. 


DVERTISERS wishing to reach the pros = 
ae pacete of tidewater®"Virginia and Kast- 
ern North Carolina, pone aed sample copy of THE 
CRITERION, Norfolk. V: 


= Cane of sales is what — it cost a manufact- 

f agricultural implements to advertise 

in UP’ TO DATE FARMING AND GARDENING, 
Indianapolis, Ind. 100,000 proven , 49c. a line. 


HE ADHESIVE. 
Best Philatelic Monthly. 
With three 30 word notices, 30c. a 
BOX 72, Rocky Hill, Ge Conn. 


NT.Y 50c. per line for each insertion in entire 
list of 100 country papers, located mostly in 
York, New Jersey and Pennsylvania. 
UNION PRINTING CO., 15 Vandewater st., N. Y. 


T= dog 7 FREE PRESS, published at 

Liberty County, Florida, every Fri- 
day. The Nai and only paper published in 
the county. In the center of a very fertile agri- 
cultural and turpentine district. 


K EY W pL Florida. Read end advertise in 
the Key West ADVERTISER, the only news- 
pera er ever gg ee in the most southern — 
n the U. Established 11 years; 8 fol. 

Only 90 aie from Havana, C Cuba. J.T. Ball, Mer. ¥ 


EOPLF. who want to reach Western readers 
with their business should consult the Bill, 
pn tact TIMES “el e ere 
culation of any weekly newspaper prin west 
of the Mississippi. Rates reasonable. M. C 
MORRIS, Proprietor. 


HE PULASKI (N. Y.) DEMOCRAT, est’d 1850; 

Republican published eve: Wednesday 
pages, seven columns to the 
page. length of columns. 22 inches ; subscription 
$1.50 Inquires for rates promptly honored. 
BYRON G. SEAMANS, editor and publisher. 



































4.0 WORRS: 8 times, 25 cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 7,500, 


th Rice Belt of Louisiana is thoroughly cov- 

ered by*the Crowley DAILY NEWS and the 
RIC EBSLt NEWS (weekly). Mill, p Sratnege, Caep 
well, pumping and agricultural aes 
vertisers can secure gcod results from these pa- 
rs. Ratex on application. THE NEWS, Crow- 
y, Louisiana. 


HE Wrightsville TELEGRAPH is the only all- 

home print pewspeper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every wee It carries 
cighteen to sega Pe columns of advertising. For 
rites address " ii TELEGRAPH PUB. CO., 
Wrightsville, Pa 


FF 1DAVIT—1, F. P. Boyle, publisher of the 
4 HousToN WEEKLY TIMES, being duly sworn, 
say that the average number of copies each 
issue printed and circulated = 4 soameey, 1, 1900, 
of the paper, has been 1,408. E. 30YLE, Pub- 
lisher. Subscri and sworn Ay before me, this 
lith day of January, 1901. 8. E. TRACY, Notary 
Public in and for Harris County, Tex. 


§ % HE COOKING CLUB, Goshen, Ind., is the only 

culinary publication practical for use of 
families wes limited incomes. Reaches the con- 
sumer. dited by every-day cooks for every-day 
cooks. in recipe book every month. New de- 
sign, illuminated cover every month. Lasting 
medium, because every issue is kept for refer- 
ence. Circulation exceeds 23,000 ; rate, 19 cents a 
line. Popular price, 50 cents a year. 
+e) 


BUSINESS NECESSITIES. 


ry’O KEEP TABin my mail-order business I had 
to have a perfect record, showing on one 
page at a glance each day’s business fur one full 
year derived from every magazine or paper in 
which my ads were running couldn’t find such 
a chart or record anywhere, so 1 made one my- 
self. Itis perfect. It ‘shows you what relies and 
cash you receive each day from each ad; keepsa 
record of change of size of ad. ¢ hange of key; 
change of price, ete., from day to dzy and month 
to month, for one year, and all on one page. 
You'll want it. Send => two-cent stamp and 
I'll send you one chart frec. It is copyright. 
Address SIDNEY FLOW ER, 1 The Auditorium 
Building, Chicago. 
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AD VERTISEMENT CO: NT CONSTRUCTORS, 


EFORE starting an adv an ativertiging. aaaetnated 
write SMITH, Box 1990, New York 


C ATCHY “ for small mone: 
Cc. B. PERKINS, 38 Globe Bldg., Coston. 


suiaianin will find my services of particular 
value. W.F.DOBBS, Writer of Ads, Vanbury,Ct. 


E DWIN S KARNS, writer and promoter of 
4 oe advertising, A 571 E. 43d St., Chi- 


1" E gota lot of samples of printed things that 
{ have prepared. Write BENJAMIN — 
BOW, Aavertiser, 2152 N 30th St., Philadelphi 


r pare ads tos Herrick, Ad-Seribe, omar 

Y., writes sell ‘oods. At any rate that’s 
what ‘ite ieate say. They know too. It might 
pay you to doe some business with him. 
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V 7HAT merchant wants new copy for a/s ev- 
ery week for Fe. Du ear, cash with order! 


‘KER 
Box 225, A Ee Atlantic City, N. J. 


D CONSTRUCTORS will find our book of 
ready-made advertisements of great assist- 
ance in the preparation of advertisements. The 
book contains over five hu specimens of 
good advertising, any one of which may suggest 
an idea for your ad when you get stalled. nt 
ree on receipt of price, $1. Address GEO. 
KOWELL & CU., 10 Spruce St., New York. 


yee RITERS and designers should use this 
column to increase their business. The 
price is only 2% cents a line, being the cheapest 
of any medium published, considering circula- 
tion and influence. A number of the most sne- 

cessful adwriters have won fame and fortune 
through persistent use of this column. They 
began smail and kept at it. You may do like- 
wise. Address orders, KF RINTERS’ INK, 10 Spruce 
St., New York. 


V TE do advertising work for two classes cf 
men : those who know just what they want, 

and so order, the otherste us about their bus‘- 
ness, what they want to accomplish, how much 
will be spent to do it, and then leave the details 
to us.. 

We plan, write, illustrate and _ print, booklets, 
folders. mailing cards, and the like. 

We do work that is characteristic, original— 
effective 

L. H. ‘SLAWSON & CO., 

ey | men, 

Transit Building, New York. 


Tz AKE a specialty of a CTRCULARS, 
BOOKLETS and FOLDERS for inclosure 
with your regular correspondence. ~hort, 


ngs 

the aenen of the always busy class to 
whom you look for patronage. A few gue 
cuts —if illustrations are necessary —a 
concise, interesting telling of - most 
without any superfluous ding, may be so 
combined with a novel and tasteful "ty pe-treat- 
ment as to be ‘exceedingly profitable. Would 
you like to one, — es of such work! _If so— 
and your inqu 
will be pleased to mail you quite a lot. Postal 
cards will not be noti 

oh eaNcs I. MAULE. 

No. 4 402 Sansom Street, Phiiada. 


cus  -- issue for e for February 5, press day 
nesday, Jan. 29, 1902, goes to thirty- 
two thousand retail mene’ merchants in oped —— 
try, for the pu a large 
them as re, yrenaers @ of | the Little "School. 
maser in the Art of Advertiring. Thirty-two 
thousand bright retailers will have a chance to 
read your classified ads in PRINTERS’ INK in ad- 
dition to the regular readers, and there will be 
no extra charge made in the price—twenty-five 
cents per line. It is deemed of service to you in 
quoting these facts here so that you may = 
possibly overlook the opportunity. If you 
an adwriter, ad designer, printer of price ‘ickets, 
engraver of letter-heads and stationery, litho- 
epee. manufacturer of novelties, this issue is 
{1 of business possibilities which you cannot 
obtain in any other periodical. Classified ads in 
PRINTERS’ INK retain their business DneIns 
- mene often for years after they have first ap- 
Send orders and copy early to Pasrase p 
NK, 10 Spruce Street, New Yor 

















Office, 


10 Spruce St., 
New York. 











Geo. P.- Rowell & Co. Advertising 
aon ll Bureau keeps on file the Leading Daily 
and Weekly Papers and Monthly Maga- 


At This zines; is authorized to 
Receive and Forward 


advertisements at the same rate demanded 
by the publishers, and is at all times ready to 
exhibit copies and quote prices. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


ta Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year 
in ~ +e dollars a hundred. No back 
num 

Being pe rinted from plates, it is always pos- 
sible to pm hy a new edition of five hundred cop- 


ERs’ INK for the benefit of nave. aieome may,on 
application, obtain eck os con. tial terms. 

If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in hisname, Every ee is stopped 
at the expiration of the time paid 

ADVERTISING RATES 
- ae = [age mee po 25 cents a line: six 
omit to the line, ; display 50 cents 
a line; 15 lines to t > inch. #1 00 a paze. Special 
position twent; “Ave 1 per cent additional, if grant- 
; discount, five per cent for cash with order. 


OFFICES: ‘No. 1o SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hil', E.C. 


NEW YORK, JAN. 29, 1902. 


In advertising to women, an ap- 
peal to vanity is a strong card. 











It is just as important for the 
general advertiser to know what 
mediums to shun as to be poms 
on those to adopt. 


ANpbREW B. Pappock, connected 
with the New York Sun for a 
quarter of a century, is now busi- 
ness manager of the Morning Tel- 
egraph. 


Tue Ad-O-Meter is the latest 
addition to the Little Schoolmas- 
ter’s big nursery. The new baby 
hails from Essex Junction, Vt., 
aud is published by L. U. Hays, to 
stimulate interest among Vermont 
users of printers’ ink in general 
and incidentally to spread the gos- 
pel of advertising in the interest of 
the Burlington suburban list of 
weekly newspapers. The January 
number is a neat four-page leaflet. 





Printers’ INK’s attention has 
been called to the fact that in the 
Philadelphia Record’s advertise- 
ment of Wednesday, January 15, 
the sworn circulation statement of 
the Philadelphia Jtem for 1go1 
was omitted. The Philadelphia 
Record has advised the Little 
Schoolmaster that the omission 
was an oversight, and that on 
Sunday, January 5, the Jtem pub- 
lished a statement of circulation 
by days and sworn to by Harring- 
ton Fitzgerald as manager, which 
gives its circulation as follows: 
average, daily, 178,816; average, 
Sunday, 191,892. 


It is said that dishonest adver- 
tisers find men easier to delude 
than women. 


IN a series of ads called “Frank- 
lin Sermons,” the Franklin So- 
ciety, a New York savings institu- 
tion, is using “Poor Richard’s” 
homely proverbs to point the way 
to wealth through economy and 
saving. It would seem as though 
Franklin’s writings contained 
enough wisdom to fit out all the 
savings banks in the country, yet 
the Little Schoolmaster cannot re- 
member an instance where they 
were used to such purpose. The 
Franklin Society’s series ought to 
furnish inspiration to other banks. 


_ Any THING that. makes for sense 
in advertising is certain to be 
right. Readers must be given 
credit for powers of discernment, 
good taste and ability to think. 
The days when they could be won 
by wild, astounding statements 
are past. “Yellowness” in adver- 
tising does not appeal to people 
who have money to spend. In the 
ratio that people have money, they 
have common sense. Money al- 
ways stands for this quality—in 
the first generation, at any rate— 
and in the degree that advertisers 
reckon with it will they be suc- 
cessful. The people who can be 
shocked into buying have very lit- 
tle money to spend, and are not 
worth cultivating. 


Part of the secret of advertis- 
ing successfully lies in getting the 
best ideas pertaining to your busi- 

ness. Buy them if necessary. In 

fact, it is usually necessary to buy 
them, for ideas are distributed in 
a highly impartial way. No man 
gets all the good things going in 
his line of publicity. Some one in 
the store or office—or outside of it 
-—may have the very idea that you 
are racking your brain for. Use 
competitions to reach the general 
public, thus getting hints for ad- 
vertising and good advertising as 
well. Ask clerks and other em- 
ployees for anything useful that 
they have to submit. Let every 
one in your establishment and in 
your city know that you value 
original things, and set them to 
thinking on your behalf. 
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Every orator must know his 
audience to move or control them, 
and just so the matter in an ad 
should exactly fit the readers of a 
certain medium. The matter 
should be frequently changed and 
kept interesting. 


A REALLY novel device was re- 
cently used by the V. J. Greiner 
Department Store, of Mapleton, 
Minn. Upon the last page of the 
Blue Earth County Enterprise was 
printed a full page advertisement 
for a “red tag sale.” Across the 
top a blank space three and a half 
by twelve inches was left, inclosed 
by border. Upon a strip of paper 
fitting this the word “Listen!” 
was printed in red, and this strip 
was pasted into the blank, serving 
also to hold a bit of string, to 
which was attached a red tag with 
the invitation “Come to our red 
tag sale—all this week.” The ef- 
fect of the tag dangling from a 
newspaper ad was entirely novel, 
and must have been effective. 
This device was used on extra 
copies of the paper mailed by the 
firm. 


ADVERTISING has been benefited 
by the liberal use made of it the 
past year or two by book publish- 
ers. The volume of such adver- 
tising has been many times multi- 
plied. 





Use a good anecdote or short 
story when you can find one—not 
over two or three inches. Somc- 
times things happen in the ‘store 
or in the course of trade that are 
amusing to the general public. 
Sometimes they point a very good 
advertising moral. Sometimes. it 
is advisable to use one anyway, 
taking it out of a book—one of 
Franklin’s or Lincoln’s or Bob 
Ingersoll’s stories. Use them in 
booklets or in the daily ad. They 
are not advertising at all, but they 
lighten advertising and give it hu- 
man interest. If an advertiser 
gets a reputation for being a good 
judge of anecdotes the public will 
soon learn to watch for his dis- 
coveries and inventions. It will 
take a pretty stiff dose of plain 
business talk with them, too, and 
the anecdote will soon become a 
sort of trade-mark. 














FromPrinters’ Ink, 
Jan. 15, 1902. 


On the first day of 
the year the New York 
newspapers made 
statements of their 
gains for the past year 
in advertisements, the 
Herald asserting gains 
over the preceding 
year of 2,921 columns 
and 53,958 advertise- 
ments. The World’s 
claims of gains were 
1,030 columns and 
36,711 advertisements. 
The Times’ gains were 
3,261 columns and Ioo,- 
259 advertisements. 
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To “follow up” your advertising 
is just as essential as to advertise. 
No merchant expects a customer 
to buy his wares simply because 
the-merchant’s salesman has pre- 
sented himself to the customer. 
The salesman usually has a whole 
lot to do before he has secured his 
order. 





Wir the first number of its 
fifth volume the American Tele- 
phone Journal enters upon a new 
policy and comes out in a new 
dress. The editor, William Henry 
McDonough, believes that the day 
of the trade journal which plasters 
its covers with inartistic adver- 
tisements has gone by, and- in the 
belief that the cover should serve 
the purpose of indicating the 
Journal’s contents at a_ glance, 
prints a resume of his matter upon 
it. The typographical appearance 
of the new journal is extremely 
satisfactory, the ads are attract- 
ively set and the subject matter 
combines both the strictly tech- 
nical and the popular. Under the 
last head is printed an article up- 
on the telephone exchange of 
Chinatown, San Francisco, with a 
halftone showing Mongolian tele- 
phone girls at work and a repro- 
duction of the Chinese directory. 











Ir is to the vital interest of 
publishers to help advertisers key 
their ads. Each reply th»t a me- 
dium can trace directly to itself is 
a prime argument for the worth of 
its space. The trading check plan 
could be used to key replies in a 
local medium. The publisher could 
print a small coupon at the bot- 
tom of each retail ad of over six 
inches single column, supply the 
advertiser with store coupons, to 
be given to each purchaser who 
presented. one and redeem them 
later at his office, giving some ar- 
ticle of small value in return for 
twenty or twenty-five or fifty. 
Books are coveted by most peo- 
ple, and a list of inexpensive 
standard novels to select from 
would doubtless set advertise- 
ment readers at the work of trac- 
ing replies. The cost of such a 
plan would be far below its re- 
turns in confidence in the medium 
using it. 
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ONE great benefit arising from 
making your store the home of 
tact and courtesy is that it will 
gain you a whole lot of free ad- 
vertising of the best kind. Callers 
will like to speak favorably of 
your place. 





THE gains which the United 
States is ‘making in supplying 
Mexico. with the articles which it 
imports from foreign countries 
are sharply called to the attention 
of English manufacturers and ex- 
porters by the British Consul at 
the City of Mexico, who, in his 
report on the trade of Mexico for 
the year 1900, says: Fifty years 
ago, and even less, the greater 
part of the trade of Mexico was 
carried on by British houses, the 
heads of many of them having re- 
tired on a fair little fortune. As 
late as 1872-73 the British trade 
with Mexico was in a flourishing 
condition, but from the date of 
the opening of the Mexican Cen- 
tral and Mexican National Rail- 
ways the American manufact- 
urers have yearly increased their 
trade with this country. 


SELLING goods is not the only 
purpose of advertising. The sec- 
ondary purpose of publicity is the 
building up of prestige. In some 
cases the actual sales are second- 
ary. If the prestige created by ad- 
vertising is of the right sort there 
is little need to worry about sales. 
Some advertisers use space mere- 
ly to build up the firm name, let- 
ting the sales take care of them- 
selves. These firms are usually 
very jealous of their good name. 
They never draw upon it, but 
keep it as a sort of reserve capi- 
tal that pays interest. To realize 
upon this prestige by selling infe- 
rior goods is to draw upon it 
heavily, if not to kill it. Some en- 
terprises are so well capitalized 
with popular approval that they 
run years after the prestige has 
been drawn upon. It is said of 
the old Chicago Times that it was 
so well founded that it ran ten 
years after every one connected 
with it who had brains was dead. 
This is the kind of prestige that 
advertising will create when it is 
properly used, and the kind that 
makes it most profitable, 
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You may depend. unon it, that 
first-class advertising has a first- 
class business behind that adver- 
tising. 





A UNIQUE time-saving device is 
used in the office of one of New 
York’s large drug companies. 
Over the desks of each member of 
the firm and each manager of a 
department are four incandescent 
lights of different colors. When 
the individual is at his desk and 
at liberty to consider questions 
from others in the office, his white 
light is lit. When he is in the 
building and must be hunted up he 
leaves his green light burning. 
When he is engaged and not to be 
disturbed except for vitally im- 
portant matters, his blue light is 
in evidence, while the display of 
his red light means, practically, 
“Danger! Will not brook inter- 
ruption upon any consideration.” 
The merit of the simple device is 
that it saves needless steps about 
a somewhat large office, the lights 
being hung near the ceiling and 
visible from any point in the room. 


NEWSPAPER advertising is not 
only more direct, but it offers 
more chances of success than 
magazine advertising. The news- 
paper reaches so many different 
classes of people that there is al- 
ways a wide margin for miscalcu- 
lation in “copy.” The big dailies 
furnish many different sets of 
ideas. They reach the sporting 
man, the society folks, the mer- 
chant, the banker, the laborer, the 
woman in the home, all by matter 
that is specially prepared to. suit 
their tastes. The magazine, on the 
other hand, furnishes but a single 
set of ideas. It treats all matters 
from one point of view—the wo- 
man’s, the literary reader’s, the 
educational, the critical. Each 
Magazine aims to appeal to one 
definite class. Therefore, nice 
discrimination is needed in select- 
ing magazines to carry certain 
forms of advertising. There is a 
very narrow margin for errors. 
When the medium is fitted to the 
advertising it is sure to reach 
larger numbers of people, how- 
ever, and the leisure and intelli- 
gence of readers are large factors 
in returns, 


“THE pleased customer is the 
best advertisement.” Therefore, 
the style of the-man behind the 
counter ought to receive as much 
thought as the style of the man 
behind the pen—and as much 
credit. 





IN the matter ,of increase of popula- 
tion in the different portions of this 
country the inevitable has come, and it 
is welcome. The South is reported by 
the Director of the ensus to have 
shown, durimg the last decade, relative- 
ly a greater rate of increase in popula- 
tion than either the North or the West. 

The awakening of Southern energy, 
the restoration of self-confidence and 
the stimulation of ambition, and the 
consequent spread of industry, have at 
last brought the South to its own as a 
fertile and resourceful portion of the 
Union. The country rejoices that the 
South is so sharing in the national 
prosperity.—N. Y. Sun, Jan. 18. 

When the tide has once fairly 
set in this direction there will be a 
growth in population and prosper- 
ity such as the world has never 
seen. The fair and sunny South! 
How beautiful are its fields and 
streams! How rich its treasures 
of forest and mine! What an em- 
pire she will become! 


One of the large department 
stores of New York City uses 
most of its space to “point with 
pride.” It is continually dinning 
into the ears of the public the fact 
that it has “a splendid record of 
price victories,” that its “glorious 
career of upsteen years of unsur- 
passed values endears it to myriads 
of grateful customers,’ and that 
it is “too large a factor in the life 
of the purchasing public to hazard 
its reputation by stooping to ques- 
tionable methods.” This is in 
wretched taste, of course, and all 
impartial readers—what ad read- 
ers are not impartial!—must be 
greviously bored by it at times. 
Other stores with quite as spec- 
tacular reasons for “‘pointing with 
pride” are tactfully silent upon 
their careers and reputations. Yet 
they do not suffer in comparison, 
and if the matter were put to vote 
would probably stand somewhat 
higher in public esteem. A “glo- 
rious career” is something reflect- 
ed in customers’ opinions, not in 
advertisements, and silence about 
it, if you happen to have one, is 
the most forceful way of calling 
attention to it. 
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AN advertisement in the New 
York street cars at present con- 
tains a beautiful picture—so beau- 
tiful that it attracts every eye. 
Yet few seem to note whose ad- 
vertisement it accompanies. <A 
test was made of five persons who 
had been admiring the picture. Af- 
ter they left the car they were 
asked whose advertisement accom- 
panied the illustration. Only one 
absolutely knew. One guessed 
but was not sure, two frankly 
confessed they did not know. The 
fifth boldly gave the name of a 
competing establishment. It does 
not seem that such an illustration 
can be called a success from an 
advertising standpoint. 


ALTHOUGH the Association of 
American Advertisers numbers 
among its members the most pow- 
erful individual advertisers, the 
work it has set out to perform 
has been of no value except tem- 
porarily to its limited circle. Up 
to the present time, the organiza- 
tion has succeeded in examining 
into the circulation of one hun- 
dred publications, according to its 
own admission. It has now been 
- at this work over a year. Adver- 
tisers may thus figure out the 
length of time that the A. A. A. 
will require to investigate every 
desirable advertising medium in 
the country. As long as this As- 
sociation operates in secret, the 
good work it has accomplished 
will remain hidden away from the 
necessary light of publicity, with- 
out which no reforms can be ac- 
complished. Nor will this Asso- 
ciation, at its present rate of prog- 
ress, keep its membership long in- 
tact. Lukewarmness will take the 
place of enthusiasm and one by 
one the members will drop out, as 
they see what little they receive in 
exchange for the $100 required for 
membership. This Association has 
a mission to perform and the op- 
portunity to bring it to a success- 
ful culmination is before it. The 
brains that were responsible for 
its birth, can, if they avail them- 
selves of this opportunity, make a 
reputation for themselves and win 
the plaudits of every one that 
places a dollar’s worth of adver- 
tising —The Mail Order Journal. 


the 
special agent, has got the Cincin- 


Anp now S. C. Beckwith, 


nati Enquirer. With one excep- 
tion that will be his best paper, 
and the Cincinnati Enquirer has 
(probably) got the best special 
agent there is. 





Estimates of the mineral prod- 
ucts of the United States, which 
have just reached the Treasury 
Bureau of Statistics, indicate that 
they will exceed in nearly every 
particular those of any preceding 
year. Not only will they exceed 
those of any preceding year, but 
exceed in nearly every case those 
of every other country. In gold, 
in silver, in iron, in steel, in cop- 
per, in coal and in mineral oil the 
products of the United States in 
I90I exceed those of any other 
country, and in every instance ex- 
cept possibly copper surpass her 
own record in any preceding 
year. The estimates of gold and 
silver production are from the 
Mint Bureau, and those of pig 
iron, copper, coal and mineral oil 
from the Engineering and Mining 
Journal. These estimates put the 
gold production of 1901 at $8o,- 
218,800, against $79,171,000 in 
1900, which was the highest rec- 
ord in gold production that the 
United States had ever made. 
They put the silver production of 
I90I at 509,653,788 ounces, against 
57,647,000 ounces in 1900. The 
pig iron production is estimated 
at 15,800,000 long tons, against 
13,789,242 long tons in I900, in 
which year the figures exceeded 
those of any preceding year. The 
coal production is estimated at 
267,850,000 long tons, against 240,- 
965,917 long tons in 1900, the 
year of highest production here- 
tofore. Of petroleum the produc- 
tion is estimated at 66,000,000 bar- 
rels, or  2,772,000,000 gallons, 
against 2,661,233,568 gallons in 
1900, the year of largest produc- 
tion heretofore. Of copper the 
production is estimated at 595,- 
000,000 pounds, or 265,625 long 
tons, or about 5,000 tons below 
the figures of 1900, copper thus 
being the only item in the entire 
list which shows for 1901 a small- 


er figure of production than that. 


of last year. 
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THE A. A. A. 
WHY THE PABST PEOPLE DROP OUT. 


Passt Brewitnc Company. 
MILWAUKEE, Wis., Jan. 18, 1902. 
Mr. J. Walter spears Times Build- 

ing, New York, 

Dear Mr. = ee the re- 
quest of Mr. C. E. Raymond, I hand 
you herewith copy of a letter I have 
addressed to o. A. Priest, secretary 
of the Association of American Adver- 

tisers. 

In this connection I would say that 
you are at liberty to make any use of 
this letter you may see fit. 

Yours very truly, 
. R. Katrurens. 


MitwavkeE, Wis., Jan. 18, 1902. 
Mr. Geo. A. Priest, Secretary Associa- 

tion of American Advertisers, New 

York, 2 

DEAR Mr. Prrest—About a year ago, 
at your solicitation, I became a mem- 
ber of the Association of American Ad- 
vertisers, and have been endeavoring to 
find out ever since what benefit the 
company I represent has derived there- 
from. It is true, reports have been re- 
ceived, but in not one instance have 
these in any manner changed my views 
or plans respecting the publication in- 
vestigated. The Association’s report on 
the Chicago News, Kansas City Star, 
Washington Star and ninety per cent 
of the others investigated does not af- 
ford any information that could not be 
had for the asking by any one, whether 
he were an advertiser or not. There is 
no argument the Association could ad- 
vance which would deter us from using 
the Star if we wished to cover Kansas 
City. If it were desired to reach the 
reading public of a city with three eve- 
ning and two morning papers, the 
trained eye and experience of the ad- 
vertiser, gaged by his business barom- 
eter, should guide him as to which pa- 
pers to use, despite reports. I am_as- 
suming that those having apnropriations 
placed in their hands are sufficiently fa- 
miliar with newspapers and magazines 
to know the range of discount to place 
upon statements at variance with com- 
mon horse sense. Your Association is 
supposed to be made up of professional 
advertisers, those who have had their 
eye-teeth cut, or, in other words, have 
been bumped several times. But it 
seems from some of the controversies 
arising over the Association’s investiga- 
tions that there are many who are not 
able to distinguish a patent inside from 
a left-hand shooting-stick. These must 
be considered amateurs, obliged to run 
the gauntlet of experience; your Asso- 


* ciation can do nothing with them but 


collect the dues. 

The controversies which have arisen 
are very distasteful to me, particularly 
the assault upon the Harper publica- 
tions. What has been gained thereby? 
Nothing perceptible to the naked eye, 
and a lot of bad feeling has ‘been 
stirred up among a lot of good fellows. 
The Harper publications are used by 
this company with very satisfactory re- 
sults. 

It must make publishers exceedingly 
tired when they see a man who has 
started in with nothing, and by adver- 


tising made himself a. millionaire, turn 
around and declare, “This advertising 
proposition is all wrong, and I must re- 
form it.” This thoug at, however, did 
not occur to him while he was allowing 
the publisher or the advertising agent, 
or both, perhaps, to carry him. I have 
sometimes wondered what such a man 
would say if the publisher should insist 
that “turn about is fair play” and de- 
mand that his goods be analyzed by an 
expert before the a nag appeared. 
Many statements made advertisers 
are notoriously untrue, and i if the pub- 
lisher should insist upon absolute .ac- 
curacy, would have to be blue-penciled. 

Please do not lose sight of the fact 
that I appreciate correct circulation fig- 
ures, but your Association is not throw- 
ing any new light on the subject as 
far as am able to observe. 

the same degree of enthusiasm 
were directed toward helping perfect 
the American Newspaper Directory, at 
the end of the year you might have 
something substantial to point out on 
the gain side of the ledger. This Di- 
rectory is not perfect, we all know, but 
if Rowell, with his thirty years’ experi- 
ence, cannot get accurate figures, how 
is the “other feller” going to secure 
them? The effervescent circulation liar 
will be always among us, and in cases 
where the Directory publisher is unable 
to obtain information, the experienced 
advertiser has little or no trouble in 
forming a very fair idea of what the 
situation is. 

To be freed from the unpleasantness 
the controversy has always caused, and 
because the company I represent does 
not wish to antagonize some of the best 
publications in the country, I respect- 
Fully withdraw from membership. 

Please accept the assurance of = | 
continued high regard for you, as well 
as for other members of the Associa- 
tion, some of whom I esteem my most 
intimate personal friends. 

Yours very truly, 
J KATHRENS. 
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FOURTH WEEK. 


In the 1902 Printers’ INK ad 
competition twenty-one competing 
advertisements were received in 
time for consideration and report 
in this issue of the Little School- 
master. Of these, the one repro- 
duced on the opposite page is 
thought to be the best submitted 
during the respective week. 

This advertisement was con- 
structed by F. W. Decker, of At- 
lantic City, N. J., and it appeared 
in the Elsmere (Kan.) Enterprise 
of Jan. 10, 1902. 

In accordance with the original 
offer, a coupon entitling the hold- 
er to a paid-in-advance subscrip- 
tion to Printers’ INK, good for 
one year from date of presenta- 
tion, was sent to Mr. Decker 
when the marked copy of the pa- 
per was received. Two additional 
coupons, one to Mr. Decker and 
one to the advertising manager of 
the Enterprise, were sent in ac- 
cordance with the terms of the 
competition when a selection of 
the best ad for the fourth week 
had been made. 

Mr. DVecker’s advertisement will 
now be placed on file, and it will 
have further consideration later 
on, as specifically provided in the 
regulations which govern the con- 
test. 

Each of the twenty unsuccess- 
ful competitors for the honors of 
the fourth week received a cou- 
pon good for one year’s subscrip- 
tion to Printers’ INK, as a partial 
consideration for their efforts in 
accordance with the terms of the 
contest. 

The fourth week of the contest 
reached the same number of ads 
submitted as did the first week, 


namely, twenty-one. This week 
also brought forth the largest 
number of real good ads. 

The Little Schoolmaster again 
calls attention to paragraphs three 
and four of the terms of the con- 
test, viz.: 


When the advertisement has appeared as 
above specified, the adsmith competing shall 
send by mail a marked copy of the 
periodical in which he has caused the ad- 
vertisement to appear, said copy to be addressed 
simply Printers’ Ink, No. 10 Spruce Street, 
New York. 


The adsmith shall also cut out a copy of the 
advertisement prepared by him, and inserted as 
above specified, and shall send the 
samc in a sealed envelope, under 
letter postage, addressed to the 
editor of ** Printers? Ink, together 
with his own name and address, and the name 
and date of issue of the paper or periodical in 
which the advertisement has appeared. 


A number of contestants omit 
to send one or the other; some 
send only stone proofs of the ads; 
some don’t mark the outside wrap- 
pers of the newspaper containing 
their ad, thus causing delay and 
unnecessary labor. It is easy to 
follow the above simple rules, and 
those who don’t comply with the 
terms hereafter run the risk to 
have their ads simply thrown out 
of the contest. 


WHAT IT DOES. 

The dissemination of correct ideas 
among business men will result in the 
proper appreciation of the economic 
value of advertising—that it will move 
goods more rapidly, thereby accom- 
plishing a material saving of capital; 
that it will maintain a preference at a 
higher price, thus very largely increas- 
ing the profit account; and that it will 
attract the consumer without personal 
solicitation, thus securing a_ material 
saving in selling expense.—Advertising. 

— 

We’re kept busy filling orders, but 

we are never too busy to wait on you, 
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F. W. DECKER, REFERENCES: 
The Commercial Agencies, 
REAL ESTATE, Mr. H. S. Scull, Atlantic City, 
. ‘ Dr. M. D. Youngman, Atlantic City, 
Room 5, New Currie Building. Second National Bank, Atlantic City. 


P. O. Lock Box 225. 


ATLANTIC City, N. J.,—12—31I—1901. ? 
To THE EDITOR 
THE ELSMORE ENTERPRISE. 


DEAR Sir:—Replying to your inquiry of the 28th 
instant I would make the following statement : 


Some seven years back, I came acrossa copy of Printers’ 
Ink and by it was led to turn my attention to advertising, a subject 
to which I had previously given little thought. 

At that time I was a clerk in a retail grocery, working from 
fourteen to eighteen (on Saturday’s twenty-two) hours a day at very 
small pay. 

By a careful study of Printers’ Ink I educated myself up to 
a point where I secured a better position, and, as I continued to 
study it, I have risen gradually to the ownership of a profitable 
business. 

I honestly believe that any young man, or young woman, who 
will become a constant student of the “Little Schoolmaster,” and 
will put into practice the principles there so clearly set forth, will 
increase his or her efficiency several hundred per cent, and the 
earning capacity at an equal ratio. 

It will be well worth the while of any of your readers to ask 
the publishers, Messrs. George P, Rowell & Co., No. 10 Spruce 
Street, New York, for a sample copy of Printers’ Jnk, which they 
will be glad to send upon receipt of Ioc. 

I might add that Printers’ Jnk contains articles on subjects of 
interest to any one who is, as employer or employee, interested in 
any business of any kind, anywhere, by the most successful business 
men of to-day. I am, sir, 

Very truly yours, 
F. W. DECKER. 








Written by F. W. Decker, Atlantic City, N. J. 
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LAWYERS’ ADVERTISING. 





Printers’ INK of December 18 
contained an article upon the pub- 
licity of Lawyer George Robin- 
son, 99 Nassau street, New York, 
who uses the “Personal” columns 
of the Sunday Herald for para- 
graphs of this sort: 

“Burton C. Stevens, formerly Niag- 
ara Falls, please call on Lawyer Geo. 
Robinson, 99 Nassau street, New York.” 

we * Wesley Hall, formerly of Con- 
necticut, call on Lawyer Geo. Robin- 
son, 99 Nassau street, New York.” 

Some doubt was expressed as 
to whether these small announce- 
ments were printed in good faith, 
and it was suggested that even 
though they were genuine adver- 
tisements for real persons, they 
must have considerable value as 
business bringers, because they 
gave the impression that Mr. Rob- 
inson was a busy lawyer. 

To a representative of Print- 
ERS’ INK Mr. Robinson said that 
the ads were printed in good faith, 
and that the persons wanted were 
real, or had been in times past. 
The main purpose of the ads, 
however, was not to find the part- 
ies named, but to prove that they 
could not be found. 

“I have been running these per- 
sonals in the Herald fully ten 
years,” he said. “They are adver- 
tisements for persons who have 
disappeared, leaving wives or hus- 
. bands behind them. By the laws 
of New York State such persons 
are considered legally dead after 
five years’ absence. The ads are 
mere formalities, required by the 
laws. Failure to respond to them 
is sufficient evidence that the per- 
son cannot be found, and the cli- 
ent upon whose behalf I insert 
them is permitted to marry again. 
These announcements are all paid 
for by my clients, and I have nev- 
er used them to further my gen- 
eral business in the manner sug- 
gested in the Printers’ INK arti- 
cle. But they have considerable 
effect as general advertising, and 
I frequently trace cases to their 
influence. Not long ago they 
brought me a five hundred dollar 
will case. 

“No, if I were to abandon this 
class of business I should discon- 


tinue these personals, for my 
small two-line card in the dailies 
DIVORGE fostnsos7%5'Nessan so. N.Y. 
is more effective. 
believer in and buyer of advertis- 
ing space for many years. My 
little card appears daily in the 
morning and. evening editions of 
the World and Journal, the Her- 
ald, Telegram and News, and as 
an inch ad in the Clipper and Dra- 
matic Mirror. 
my weekly advertising bill is fifty 
dollars, exclusive of the Sunday 
personals. Just now it is between 
seventy-five and one hundred dol- 
lars per week, for I am in the 
height of what might be called 
my ‘season. In the summer, 
however, it is small, for I prac- 
tically discontinue advertising. 
Theatrical people are not upon 
the road, for one reason, while I 
am of the opinion that the dailies, 
especially the evening editions, 
are not so thoroughly read. 

“IT wouldn’t stop advertising for 
the world—wouldn’t feel. content- 
ed unless I saw my name in. the 
papers every day. I presume that 
the big advertisers — Sapolio, 
Pears and Hood—would feel the 
same way if they were to stop 
their announcements. Even though 
business kept up to its usual pitch 
they would not feei safe in aban- 
doning their advertising. I be- 
lieve that a lawyer must keep his 
name before the nublic, especially 
in large cities—not ostentatiously, 
or by sensational methods, but in 
the simple professional card. If I 
stopped my cards I should expect 
to be forgotten. That such ad- 
vertising pays I know from long 
experience. I have no exact meth- 
od of tracing results, nor do I 
ever ask clients where they saw 
my ad, but they almost invariably 
tell me at the first interview, so I 
know just what mediums are 
bringing me the most business. 
Some of those that I am using at 
present are not very profitable, 
but I don’t care to name them. I 
am never despondent when results 
dwindle, nor do I ever discontinue 
my ads except in summer. 

“IT have tried some other medi- 
ums—theater programmes in par- 
ticular. These I used faithfully 
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for nine consecutive months, pay- 
ing a dollar per programme and 
taking immense satisfaction in 
seeing my name in them every 
time I went to a theater. But in 
all that time I failed to trace a 
single client to inquiry to them, so 
I ceased. 

“The ethics of the profession? 
Pshaw! They are largely an il- 
lusion—a bugaboo. I have never 
known of an instance where a 
lawyer was looked down upon or 
ostracized because he advertised 
in a sensible, dignified manner. 
The reason that more lawyers do 
not advertise is, perhaps, because 
they lack the price. The newspa- 
per folks are very keen in collect- 
ing their bills, and are not prone 
to trust every one. As have 
said, I think it necessary for a 
lawyer to keep his name before 
the public in a quiet way. I should 
not care to go in for what is 
know as ‘up-to-date’ advertising— 
short talks, pictures or anything 
of that sort. A certain amount of 
dignity goes with the legal call- 
ing, and such publicity might 
give misleading impressions. . But 
the card in the daily papers is a 
profitable investment.’ 

IRE “SEN 
PIRACIES. 


I note that E. J. Arnold, who flour- 
ished in San Francisco about the year 
1898, is starting an advertising agency 
in New York City. In addition to this 
he is instituting a school of advertising. 

Those who remember the self-posses- 
sion with which Mr. Arnold pilfered his 
designs and copy, will have every rea- 
son to expect an Ali Baba company to 
make forays from his school and _ be- 
gin the appropriation and reproduction 


of every advertising idea they may 
chance to admire. 
In a booklet that Mr. Arnold dis- 


tributed in San Francisco to advertise 
his own business he had the temerity 
to take illustrations bodily from the 
most prominent then appearing in the 
East. The cut on the back page and 
one of a man in full dress on page 56 
for instance, are abducted outright from 
the Franklin Engraving Company’s 
booklet. These pictures, which were in- 
tended to emphasize Mr. Arnold’s art 
facilities, were not even sketched again 
by the “adaptive” artist. They were 
simply stolen from the Franklin Com- 
pany, of Chicago, and reproduced on 
plates much inferior to the originals. 
Steals from Vogue and other leading 
magazines made this daring plunderer’s 
career of interest to students of human 
character. His piracies were as numer- 
ous as those of Cantain Kidd, and to 
recite them all would fill volumes. How- 
ever, this little reminiscence of the San 


Francisco operations of the great ad 
highwayman would be incomplete with- 
out a mention of his notorious trans- 
formation—to the very pose of the 
fingers—of the Carter’s Inks helmsman 
into the genial proprietor of Zinkand’s 
Cafe. This appeared in a publication 
entitled Profitable Publicity (at one 
dollar a year) issued. for a very short 
time (one or two issues, I believe) by 
the illustrious Mr. Arnold. 

If the students of Mr. Arnold’s 
school follow the example of their tutor 
no unprotected advertisement_ will be 
safe in the public press.—From Re- 
turns, San Francisco. 


——__+or——— 
A PRACTICAL JOKER. 

A young man named Arnold, who 
runs an advertising school at - 
Fourth avenue, New York, recentl 
printed a page article from the ittle 
Schoolmaster of December 18, in a 
tastily arranged pamphlet called Prof- 
itable Publicity. Printers’ InxK is glad 
to see its contents widely used but likes 
to receive credit for matter originally 


ordered and paid for by the Little 
Schoolmaster. 

A reporter for Printers’ INK was 
sent to Mr. Arnold’s office at 225 


Fourth avenue for the purpose of as- 
certaining when and where he had got 
permission to reprint matter from the 
Little Schoolmaster’s pages without 
giving credit. 

Mr. Arnold said that inasmuch as 
PRINTERS INK was constantly using 
ideas from his own printed matter he 
did not think that permission was nec- 
essary. He pointed out the following 
paragraph in the issue for January 22, 
claiming that the “idea” had been taken 
from one of his postal cards: 

“‘Lower-case letters should be used in 
display lines in preference to capital 
letters, for the reason that they are eas- 
ier read.” 

Other and sundry similar unhack- 
neyed ideas were constantly bein 
taken from his literature, he said, an 
~ thought that turn about was but fair 
play. 

As the Little Schoolmaster has never 
received or seen any “printed matter” 
emanating fror the brain shop of Mr, 
Arnold, the latter’s excuse is probably 
intended as 2 joke. 


+> 
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IS MAGAZINE ADVERTISING EX- 
PENSIVE? 


How much does it cost to sell goods? 
It is a little question solved annually 
in the conduct of a well regulated bus- 
iness house, so that every business man 
is able to tell off-hand what percentage 
of cost he must allow for marketing his 
product. If on this basis his business 
is profitable, let him consider how 
much more he is willing to do at the 
same ratio of expense. 

If advertising is profitable,, whether 
it sells his product directly or whether 
it enables a salesman to double his 
sales, the result is the same and adver- 
tising pays. That advertising does sell 
goods can be readily demonstrated to 
any reasonable man. To the intending 
advertiser the cost in dollars and cents 
is usually the first consideration. Six 
dollars a line appals him and even one 
dollar a line seems enormous. Is it 
Let us see. _ Taking fifteen leading pe- 
riodicals, viz. Century, Scribner's, 
Munsey’s, Delineator, Collier's Week- 
ly, Saturday Evening Post, Frank Les- 
lie’s, Review of Reviews, Youth’s Com- 
panion, Ladies’ Home Journal, Har- 
per’s, McClure’s, Success, Outlook, 
Cosmopolitan, we find the circulation 
aggregates about 5,000,000, reaching 
about 15,000,000 people twelve times 
per year through the magazines and 
fifty-two times through the weeklies, a 
grand total of about 84,000,000 separate 
copies. 

Assume that half a page is used in 
each magazine each issue and four 
inches in each number of the remain- 
ing periodicals on the list at a cost of 
about $37,000. This would be exten- 
sive advertising with large space. The 
advertisement would be printed 84,000,- 
ooo times, equivalent to that many 
handsome circulars, and _ distributed 
throughout the length and breadth of 
the land, getting into the homes, not 
destroyed, but kept and each one going 
into the hands a at least three people. 

It is enough to have every man, wo- 
man and child in the United States see 
the advertisement three times and 25,- 
000,000 left over for emergencies. At 
this rate the advertisement is being 
printed and distributed to every corner 
of our country where mail can go, at a 
cost of less than four and a half cents 
per thousand. Certainly cheap enough. 
It seems hardly enough to pay for the 
paper alone. 

It seems as though one thousand ad- 
vertisements should sell a dollar’s worth 
of goods. This would make the cost of 
selling four and a half per cent. Is 
that within a reasonable limit of cost? 
Where the margin of profit is large, as 
in patented and _ proprietary articles, 
frequently as high as_ twenty- -five per 
cent is allowed for selling. On such a 
basis sales of eighteen cents only, to the 
thousand printed advertisements, -need 
be made for profitable results.—Bat- 
ten’s Wedge. 

—_——~+o—" 

Never engage hirelings to do that 
which you would not do personally— 
unless the service is to be in an honor- 
able cause.—The Advisor. 
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A BARBER’S AD. 
FACE TO FACE SILENCE WITH CUSTOMERS. 

Dear Sitr—As I cannot personally 
enter all the houses of those who 
should be my customers, and cannot af- 
ford to stand out in front of my shop 
beckoning with both my hands and a 
razor, | am obliged to use a more eco- 
nomical and far-reaching method of in- 
vitation, which goes by the name of 
Letter-Writing. 

am a business man. My shop is in 
a business block. I shave business men. 
I do not claim to be more of a profes- 
sionalist than is the seller of cloaks, 
clothing, cutlery, carpets, cabs, clocks 
or carriages. I simply shave you as 
you like to be shaved. 

I am not a cheap barber, nor do I 
use cheap methods in business building. 
You can sleep while I shave you. 
know how to cut hair. Children love 
my shop. Dumb operators. Good 
work, not cheap talk, is my motto. 

If by writing this letter I can induce 
one man who now shaves himself with 
the sharp winds of winter to come down 
and take lower ground, by asking me to 
warm his razor, I shall feel amply re- 
paid. Yours Never Against the Grain, 

Cart BERGE, 
2598 Eighth avenue, Model Barber 
Shop, east side of avenue, between 
139th and 14oth streets, New York. 
——_ -4or 
LET THESE KEEP OUT OF AD- 
VERTISING. 

Some people are natural dependents. 
They do not chafe under _ restraint. 
They feel. lost if thrown upon their 
own resources. They have no self-re- 
liance. They must lean upon others, 
must have others do their thinking and 
planning. hey have not developed 
self-assertion, or individuality. Indeed, 
many of them have a talent for self- 
effacement. They shrink from_respon- 
sibility, and crave the advice, direction 
and protection of others.—Success. 

—__++—___—_ ° 

Ir isn’t advertising that makes busi- 
ness so much as the business you put 
into advertising helps to get more busi- 
ness.—Helena Independent. 


ARRANGED BY STATES. 
Adv areiements under (thaw head 50 cents a line 
each ti By the r$%atline. No display 
other than 2- oy initial letter. Must be handed 

in one week in advance. 


ALABAMA. 


HE —— comet eonenny 4psges. Send for 
rates. A. R. DAVISON, pub., Kempsville, Ala. 
RACTICAL WEATHER. Published once a 
month. Publishes Dunne’s famous Fo: 
of the Weather. the most accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and o 
as sound scientific principles as those of ‘our 
National Weather Burean’s. It also publishes 
interesting articles on the philosophy of the 
weather. 
PRACTICAL WEATHER circulates in every State. 
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Rates for advertising furaieees ca appli- 
cation. Address PRACTICAL WEATHER B- 
LISHING CO., Montgomery, Ala. 
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ILLINOIS: 


HE JOURNAL OF THE SCIENCE OF OSTEO- 

PATHY. DR. J. M. LITTLEJOHN, ye 
Am. College of Osteopathic Medicine and Sur- 
gery, editor. 1 Warren Ave., Chicago, 111. 


INDIANA. 


se FREEMAN is read by over 80,000 a om | 
each week is 

is an excellent mai! order medium. It is ~f. 

in this field. GEO. L. KNOX, Pub., Indianapolis. 


MAINE. 


TJ‘HE local daily is read by all the “ home ante 

ple. In Rockland, Maine, the DAILY STAR 
ee oe oy daily. It is the only daily in Knox 
unty. 























MARYLAND. 


OULTRY?AND FARM is the best paper to carry 
your ad to a prosperous class in the West 
and South. Subscription 25 cents a_ year. 
Send for copy and advertising rates, 17 t 
Saratoga S8t., timore, Maryland. 








WISCONSIN. 


Deez COUNTY FARMER, Beaver Dam, W 
Stock raising and farming. Circ’n 1900, 1 aie, 








CANADA. 


ANADIAN ADVERTISING is best done by THE 
/ DESBARATS ADVERTISING AG’Y, Montreal. 


CLASS PAPERS. 


ADVERTISING. 


RINTERS’ INK is a magazine devoted to the 

neral subject of advertising. Its standing 

and influence is nized throughout the en- 

Ste country. its unso icited judgment = ad- 

vertising matters is of value to intelligent adver- 

Segre an being the that of a recognized authority.— 
Chicago ( 

PRINTERS’ lee is is ‘devoted exclusively to adver- 
tising—and aims teach good advertising 
metheds—how to .# — copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad- 
vertiser’s standpoint. Subscription price $5 a 
year. Advertising rates, classified 25 cents a line 
each time, RAT 50 cents a line. 4-page 


$25, \<- 
page - page $100 each time. Address 
N' BRS INK 10 Pid Spruce 8t., New York. 


BOTTLING. 
Trane you wish to reach the bottling trade of this 
iy Ty in the AMERICAN CARBONA- 
berty St., New York. 























tablished in 1881. ° 








Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


a journal for ad- 

oe The repre- 

aative reper ¢ its 
bscrip' 


tion 
10 SPRUCE St., NEW YORK. re a year : advance. 


THE HUMOROUS BOOK, 
“What Happened to Wigglesworth,” 


by W. O. Fuller of the by ans | (ie. ) COURIER 
GazeTTE—circulation 4,020—is its 3d edition, 
selling lively and ite publishers, (Dieke 

ton,) say it will go to 100,000. It’s good 











The Frost (Minn.) Record 


isa country weekly that is held oe h esteem by 
its —— who are a thrift prosperous 
class of people. !t is a good rersistigs medium 
to wench Ge the country Ty po jon who are settled 
in this part of the States noted for its 
famous wheat fields. 


London, England. 


GORDON Advertisers’ 


Agents. 

and Every information sup- 
COTCH plied. Write to them. 
Profitable Advertising 


by reason of the thoroughness with which 
it covers the broad and ever widening field 
of modern advertising, has won to its ban- 
ners a host of enthusiastic patrons. It seeks 

‘et others by mailing a sample copy for five 

-cent stamps, and the “dead-in-earnest ” ad- 
vertiser who encounters such sample copy is 
very ae to send $2 for 12 others, each, cer- 
= Ay be better than its predecessor. Pro- 
dvertising, 140 
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Do you want to reach the best people in the 
United States, who HAVE money to spend 1 If so 


ADVERTISE IN 


The Church Eclectic 


The ONLY Monthly f the Pr 
Cpiscopal Church. 4 Cireulates in every rineipal 
city of the Union and in thousands e nicest 
and best appointed country homes. Address 
‘pavertising Migr. * THE CH ae Semen, ” 
44 Times Buil New York, N. Y. 








EVERYONE WHO 

KNOWS ANYTHING 
ABOUT BUFFALO 
KNOWS THAT 


THE EXPRESS 
iS ITS 
LEADING PAPER 








THE HOMILETIC MONTHLY 
AND CATECHIST. 


The Magazine for the Catholic 

Clergy. Indorsed by Two Car- 

dinals and —” Arch- 
bisk an i 





An advertisement in the weit of this mag- 
azine receives a prominence and an indorse- 
ment not equaled by any other magazine. 

It will pay advertisers to secure the trade, 
and, what is even more valuable, the influence 
of the Catholic clergy. 


Rate $30 per page. Address 


THE HOMILETIC MONTHLY AND CATECHIST 
103 Fifth Avenue, New York, 
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Business 
Expander ; 
Tee aca ||| Advertisers 
newspaper ought 
to be for its ad- reach out con: 
vertisers. It’s not stantly for more 
worth using if it fi 
io Ole Business 
ae When you 
3 a, Hire a Man 
——— f you expect him to 
: : do some good for —— —— 
you or you don’t 
hoes him. He must be a helper. 
Let us be Your Hired Man TTR 
in your advertising line. We will 4t ACTIVELY 
do the work for you and the good PRINTED 


results will soon be apparent. 


Chester Times ||| | Booklets 
i. ee 


WALLACE & SPROUL,Pubs. 
CHESTER, PA. 


go ee seer. C L reul ars 


are now a very important part 




















of advertising. They secure, 
The character and first, attention; then a_hear- 
methods of the ing; may be preservation, while 


the ordinary kind receive a prompt 
toss to the waste basket. 


e Attractive ads are noticed 
O 1e above all others in newspapers 


and magazines. Space is expen- 
& sive, hence striking display within 
a limited space becomes a perti- 
al .. nent proposition. 
We write and print booklets, 
folders and circulars of the 


News highest advertising character. We 

write and put in type advertise- 
ments for all purposes, finish 
electros therefrom, and warrant 





make its advertising a maximum display and just the 
more tellin Incis- right story in a minimum of 
: hf r" - space. Send for a sample of our 
— truthtul, ie cial Large Postal Card 
sive, progressive, it for advertising purposes. 
wields a good influ- 
ence in its field. PRINTERS’ INK 
Nothing but clean adver- PR ESS 


using gets into its columns. 


H. E. BALDWIN, Adv’g Mgr. sO Spruce .,ew York 
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Thirty Different Church Magazines 
ublished for thirty leading Churches of dif- 
erent denominations in i— ~~ New 

York, Washington, Boston, Buffal 
ADIFFERENT MAGAZINE PRIN TED 
EACH DAY OF THE MONTH 

for a different Church—the 30 in 30 days. 
AN EXCELLENT ADVERTISING MEDIUM 


for the general advertiser. Used and indorsed 
by the best firms. (¢ 4 the followi ans ads: 

ears’ Soap, Ivory ker’s Chocolate, 
Van Houten’s Cocoa, C ‘ampbell’s Soups, Hire’ 8 
Root Beer, Electro Silicon, Knox’s Gelatine, 
Uneeda Biscuit, Winslow’s Syrup} Oakville 
Co, and many ‘others, on annual contracts. 
These og wpm! y such advertisers and will 
pay you. Send for specimen copies and rates to 
THE CHURCH PRESS ASSOCIATION 


200 South 10th St., Philadelphia, Pa. 

















RIDANS 


Ripans Tabules are the 
best medicine in the world. 
There is scarcely any con- 
dition of ill health that is 
not benefited by the occa- 
sional use of a Ripans Tab- 
ule, and the price—1o for 5 
cents—does not bar them 
from any home or justify 
any one in enduring ills 
that are easily cured. A 
family bottle containing 150 
Tabules is sold for 60 cents. 
For sale by druggists. 


At druggists. 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year. 

















SPECIAL ARTICLES AND 
STORIES. 


MARSHALL FIELD, Merchant | 


6 = INTERESTING PICTURES 


Profit-sharing in America, AND DRAWINGS. 


Jewels of American Women. | All Newsdealers, 10c. 


AINSLEE’S, FOR FEBRUARY, NOW READY. 


hed by th 
HOMES OT + Ascncen Mn ‘ 


7,000 —— Te, 


cannot be reached by any other advertising medium. 














11 35 QO! IS THE AVERAGE CIRCULATION, and 
919] 7,000 of these papers supply the entire demand 
in 7,000 ‘households for a daily paper. NO OTHER 
PAPER IS TAKEN. No paper in the world is more 
nearly ‘“‘the whole thing” in its territory than the 


TRENTON (N.J.) TIMES 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars,and any other suggestions for bettering this department. 


Lecesseccocooses 





Don’t make a great noise about 
a small bargain. Too much like 
putting a 40-inch coat on a 24- 
inch man. Wastes space, which 
is money, and sets a very poor 
bargain standard for your store in 
the eyes of the possible customer. 

A ten per cent cut in price isn’t 
going to create any great excite- 
ment; in fact, will get mighty lit- 
tle notice unless on some staple, 
like sugar or flour, which is 
known to be sold on a very small 
margin. - 

A twenty-five per cent cut jus- 
tifies quite a little shouting in 
some lines, and amounts to prac- 
tically nothing in others. 

When it comes to a bona fide 
reduction of one-third, you have 
something that calls for a liberal 
space and some display type; and 


a genuine cut of one-half is suffi- 


cient excuse for making a lot of 
noise in your advertising space. 

Of course, these are general 
rules—much depends upon the de- 
sirability of your offerings, ac- 
cording to seasons or changing 
styles, and on local conditions, 
too. 

But it is better always, to make 
no cut at all, than to make one so 
small as to appear ridiculous and 
defeat your purpose. 

For instance: 





Monday, 
January 13 


This.is the last day of the 
clock sale. | 

To-morrow the _ original 
price will be charged, 8oc. 

Get one before it is too 
late, for 67c. 





Here’s simplicity that carries conviction. 


I Print 


programmes, tickets, etc., 
for fairs and socials in an 
artistic manner. I want to 
get acquainted with the com- 
mitteemen this fall and 
winter. I know I can save 
them money on printing. 














| 


An excellent style of display when 


properly handled. 





You Can’t 


Tell your business story 
to every possible customer 
by word of mouth. Think of 
it a moment and you will 
not attempt to. 

YOU CAN 

put more good points 
into a tastefully p-inted 
booklet than yow can talk 
off-hand in a month. 

Let us print you a booklet 
that will be unique—strik- 
ing. We do that sort of 
work. 











- Good enough, 





‘Watches that Run— 


Within a Minutea 
Month 


That’s what are our spe- 
cial watches—watches that 
we import and that bear the 
imprint of our name— 
they’re watches that are 
guaranteed to run within a 
minute a month—in other 
words, they’re guaranteed to 
keep perfect time. 

hey’re $25 to $75—all 
depends on the movement 
you select, and whether you 
have a twenty-five year gold 
filled case, or a solid 15-carat 
case. 











Union Made 
Clothing 


A few more words: It Is 
good to find in actual ex- 
perience that better wages 
and shorter hours do not 
really cost extra; more for 
wages means less for mis- 
takes. More per week for 
workmen of superior skill 
does not mean more per 
suit. Our suits prove the 
claim to better workman- 
ship. Our prices .are_ in- 
controvertible evidence of 
the genuine economy of 
our union system. Remem- 
ber, too, that the Union 
Label is the only known 
guarantee of safe clothing— 
an unfailing protection 
against the awful possibili- 
ties of the germ-spreading 
sweatshops. 

Every garment we sell 
bears the Union Label. 
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An excellent heating apparatus ad that 
is easily adaptable to other lines. 


Just a Postal Card 


will let us know about 
your heating troubles, and 
just when and where we 
can see you and advise 
about the remedy. 

If the furnace or heating 
plant is out of order or 
does not work satisfactorily, 
we know just where to lo- 
cate the trouble and the 
best and cheapest way to 
make it right—it’s our bus- 
iness. 

We have had a long and 
varied experience with heat- 
ing contracts of every class, 
and we know that the work- 
man who combines skill with 
experience, saves you mon- 
ey, and lots of trouble, too. 

Ve are anxious to~ hear 
from you about anything of 
this kind, or about any of 
that plumbing you want put 
in first-class shape. 











Our Cannel Coal comes in 
just the right size lumps, 
specially prepared for grate 
use—of uniform size, so 
that waste is avoided and 
the best sort of a fire re- 
sults. There is no more 
perfect grate coal on the 
market. Our wagons reach 
every address in the city 
promptly. Will you try a 
little order to make sure of 
our superiority? 











Another striking headline that carries 
the reader right into the ad before he 
knows it. 


David Has Sucha 
Headache 


Cure as it will be diffi- 
cult for you to find any- 
where else. 

In hundreds of cases it 
has relieved the headache al- 
most instantly. 

It’s onlv a wafer, but it 
has a ———— effective 
— = “getting there.” 

ou pay 25 cents for a 
box of 12 doses, and one 
wafer does the business. 


A good ad, that might have been made 
‘immeasurably better by the addition 
of a few “‘sub-cellar”’ prices. 


Ground Floor 
Carpets at Sub- 
Cellar Prices 


You don’t have to climb or 
tumble to see our big car- 
pet stock—it’s on the ground 
floor. Easy prices, too. 
Nice ingrains, 25c. yd. 
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David's Emulsion 
Of Cod Liver Oil 
Is Doing It 


It is stoppi ng lots of peo- 
ple’s hacks and coughs. 

It is striking right at the 
root of the grip cough. 

Where _ other remedies 
have failed this has proved 
efficacious. 

Where others have not 
touched it has cured. 

Pleasing to the taste, it is 
agreeable to take. 

And _ it’s highly recom- 
mended by the medical fac- 
ulty. 

50 cents a large bottle. 











Fascinating Furs 


Fashionably fashioned by 
a famous furrier. 

We are having a manu- 
facturer’s sale of furs this 
week. It is an innovation 
to Danbury shoppers, and 
enabies ladies who desire 
high-class furs or fur gar- 
ments to obtain them at 
first hands. 

One of the largest con- 
cerns in the country is dis- 
posing of its surplus skins 
and keeping its _ factory 
hands_ employed by _ this 
method. 

We have a splendid show- 
ing of boas in over twenty 
kinds of furs and in two 
dozen different make ups 
and trims, priced at half 
what they’re worth. 

The manufacturer wires 
us that he will arrive at our 
store Friday noon, bringing 
with him fifty jackets of 
sealskin, Persian lamb, near- 
seal and electric, also. seal- 
skins, Persian lamb skins 
and all the imitations. He 
will remain with us until 
Saturday night, and person- 
ally superintend fitting and 
measuring. 

Sealskin garments to meas- 
ure at the cost of the skins. 

Come. 











David Cures 12 
Headaches for 25c 


For every one of the 12 
wafers in the 2s5c. box of 
wafers cures a headache. 

It is rarely that it requires 
more than the one wafer to 
stop the ache. 

Especially Bote is this 
remedy in sick and nervous 
headaches, or headaches that 
come from overstudy or ov- 
erwork. 
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Printers’ 


Ink ) 


Competition 
for 1902 | 


The adsmith anal to compete shall pre. 
pare an advertisement, such as he believes is 
calculated to influence the reader of it to be- 
come possessed with a desire to subscribe for 
and read Printers’ INk—The Little School- 
master in the Art of Advertising. 


When he has a ' his advertisement he 
shall cause it to be inserted in some newspaper. 
It does not matter in what paper or periodical 
it appears, who owns it, or what its circu- 
lation or influence, the only point insisted upon 
is that the adsmith who prepares the advertise- 
ment shall cause it to be inserted in a news- 
paper or periodical of some sort. 


When the snntiiea has appeared as 
above specified, the adsmith competing shall 
send by mail a marked copy of the periodical 
in which he has caused the advertisement to 
appear, said copy to be addressed simply 
Printers’ Inx, No. 10 Spruce Street, New 
York. 


The adsmith shall as cut out a copy of the 
advertisement prepared by him, and inserted as 
above specified, and shall send the same in a 
sealed envelope, under letter postage, addressed 
to the editor of Printers’ Inx, together with 
his own name and address, and the name and 
date of issue of the paper or periodical in 
which the advertisement has appeared. 


5 
The editor of Printers’ Inx will on his 
part receive the advertisements and papers sent 
as above and take due note of each. 


In acknowledgment of and partial payment 
for such advertisement so submitted, a coupon 


shall be sent to the adsmith by return mail 
good for a copy of Prinrgrs’ Ink, to be sent 
for one year to any person whose name is 
written across the back of the coupon when re- 
turned for redemption. 


7 

Every week the best advertisement that has 
been submitted up to the date of going to press 
will be reproduced in Printers’ Inx for that 
date, together with the name of the adsmith by 
whom it was prepared. The name and date 
of the paper in which it appeared will also be 
stated, and two additional coupons, each good } 
for a year’s paid in advance subscription to 
PrinTERS’ INK wiil then be mailed, one to the 
adsmith and the other to the advertising man- 
ager of the paper in which the advertisement 
had insertion. These additional coupons can 
be used as presents to some one likely to ap-* 
preciate and be benefited by the weekly teach- 
ings of The Little Schoolmaster in the Art of 
Advertising. 


Miedo. 





Na gentatcdlt net 


In the issue of Printers’ Inx for the week d 
following, a second advertisement will be pro- : 
duced, being the best one sent in since the pre- 
vious selection was made, and another in issue 
of Printers’ Inx that follows, and so on until 
the competition is closed, and with the appear- 
ance of each of these issues, two additional 
coupons will be duly forwarded, each good fora 
year’s subscription to Printers’ Ink, to any 
address written on the back of the coupon when 
returned for redemption, one coupon being for 
the disposal of the writer of the advertisement 
for that week and the other for the business 
manager of the paper or periodical in which it i 
appeared, ’ 
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d ° will be interested in the 
A writersZG4 progress of this competi- 


tion and in taking note of 


Everywhere i223 


who take a part. 


amateur or professional, 


An opportunity is thereby offered to bright men to obtain 


an amount and quality of publicity which money could not be easily made 


to buy. 


Amateur adsmiths will not fail to note that the competition offers a rare 
opportunity to have their successful work passed upon, not only by the Little 
Schoolmaster in the Art of Advertising, but by all his pupils everywhere, and 
the class includes the successful advertisers of the civilized world. 

The ads which the competition for 1902 calls for need not necessarily be 
display ads—they may be short essays if one so prefers, published as pro- 
vided in the conditions already set forth. 


No one is barred from competing. 
people, especially young men, are expected to compete. 


Ad experts, editors, printers, business 
Mere wording and 


fine writing may have much less show than the rugged, homely expression of 


the less literary talent. 
facts. 


What is wanted are true, strong, virile statements of 
The principal fact to be emphasized is why a business man, especially 


a young business man, should read PRINTERS’ INK. 


Whenever it is thought that the competition 
has proceeded far enough, and in any event 
not later than in Decémber, 1go2, there will be 
published in Printers’ Ink the names and 
addresses of every adsmith who has been so for- 
tunate as to produce an advertisement that has 
been thought superior to any other sent in dur- 
ing any single week, and from among these 
there shall be chosen the twelve whose adver- 
tisements are thought to be superior to each 
and all of the others submitted, and thereupon 
the twelve will be asked to supply each a photo- 
graph of himself, from which it will be possible 
for The Little Schoolmaster to have made 
half-tone portraits for reproduction in Print 
ERs’ Ink, and on the week following there will 
be reproduced reduced fac-similes of the twelve 
advertisements thought most deserving, and 
from among the twelve three will be selected, 
those which are thought more deserving than 
either of the other nine, and to the constructors 
of these three will be paid over cash prizes as 
follows : 


$] oO O to the adsmith 

who produced 
the ad that is deemed the 
best of all, 














$ 5 oO to the adsmith who 


produced the ad 
that is second in merit. 


$2 to the adsmith who 
produced the ad 
that is third in merit. 








10 

Of the twelve papers or periodicals in which 
these best twelve advertisements appeared, the 
six that are credited with the largest circulation 
in the latest issue of the American Newspaper 
Directory shall each be entitled to the free in- 
sertion of a full-page advertisement in Print- 
ERs’ INK, for which the net cash price is one 
hundred dollars, said page advertising to be 
used when wanted within six months after the 
awards have been announced. 


11 

Every adsmith will make up his advertise- 
ment in his own way, and give it such space 
and display as fairly represents $5, the price of a 
year’s subscription to Printers’ Inx, for every 
competitor will be entitled to a year’s subscrip- 
tion to Printers’ Ink, as part pay for his 
advertisement, even if he fails to secure one of 
the cash prizes. 


12 

There is no limit to the number of times that 
may be essayed by one adsmith. He may, if 
he chooses, make a new trial every week while 
the competition is open. Should one man con- 
struct all of the three advertisements that sur- 
pass the others in merit, there is no condition 
of the contest that would forbid the giving of 
all three prizes to one man. 
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Don’t Close Your Ears 








to our arguments for the Ellis Papers. Leading 
advertising experts acknowledge frankly that mail 
order advertising is THE advertising of to-day and 
shows better and surer results than any other kind 
of publicity. 

Thisis true because it reaches a class of people 
you cannot reach in any other way and because 
this class now has plenty of money to spend and is 
sending it to the cities in response to mail order 
advertising. 

There are literally millions of money to be 
made by reaching the rural districts all over Amer- 
ica through the mail order papers. 

Ours are unquestionably the leading mail 
order papers. Our five papers have a total circu- 
lation of over 2,000,000 absolutely guaranteed. 

This means that we reach 2,000,000 families 
Of 10,000,0co people every month in the year. 

Why not let us carry your story to them? 

The Ellis Papers are: 


Metropolitan and Rural Home, 500,000 circulation, 


The Paragon Monthly, - - 400,000 “ 
The: Gentlewoman, — -— — 400,000 e 
The Home Monthly, - - - 400,000 “ 
Park’s Floral Magazine, - -— 350,000 ° 
Total, -— 2,050,000 














THE C. E. ELLIS COMPANY, 


713-718 Temple Court Building, New York. 
112-114 Dearborn Street, Chicago, III. 
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Combination 
| For Advertisers. 


The American Newspaper Directory, now pub- 
lished in its thirty-fourth year, is a combination of 
system and experience which make it the Standard 
Directory everywhere. 

Upon its information and under its guidance mill- 
ions of dollars of American advertising are annually 
expended. 

To every advertiser who spends five hundred 
dollars or more a year, the American Newspaper 
Directory is a necessity. 

It will teach him many new things every year 
which to know can only prove of value to him—and 
> | which not to know may cause great losses. 
| 


Cloth and Gold, ‘over 1,700 Pages. 
$5.00 PJER ISSUE. 
SENT POSTPAID UPON RECEIPT OF PRICE. 


GEO. P. ROWELL & CO., PUuBLISHERS, 
10 SPRUCE STREET, NEW YORK. 
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ALL 


advertisers who desire to 
cover the Chicago field 
must 


USE 


the paper that is read in the 
homes of the people, 


The 
Chronicle 


It covers Illinois, Wiscon- 
sin, lowa, Northern Indiana 
and Southern Michigan. 
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None Better 


AT ANY PRICE. 























Orrick oF EDUCATIONAL INDEPENDENT, 


Epinsoro, Pa., January 11, 1902. 


PRINTERS INK JONSON, 17 Spruce St., New York City. 
Gentlemen: Inclosed find $20, for which pleape ship us by freight, 
Erie P ses soon 500 pound barrel news ink, “‘ just the same as the last. % 
As you may, perhaps, remember we have been buying our News 
Ink from you p Des from the time your first advertisement appeared, 
but you perhaps may not know that since we began buying ink from 
you we have never had a single pound of News Ink from any other 
source. We find your News all that could be desired, and do not be- 
lieve that any one can furnish a better News at any price. Your ink 
works freely, is clean and has good, rich black color, e are sending 
vou copies of our publications which speak for themselves. 
Yours very truly, 


Tue Eprinsoro Pusuisuinc Co., C. J. Cooper, Mgr. 





—_—eonaenrm o <~—35ers" 2m rp =P —n—o OOO 


My news ink is guaranteed to be the 
best news ink that money can buy and 
is sold at the following prices: 


500 Ib. barrels, $20.00 
250 “ kegs, 11.25 


100 “ r 5.00 
50 “ 2.75 
25 “ 7 -1.50 


When ordering kindly state the style 
and speed of your press, also the tem- 
perature of your press-room. This in- 
formation is very valuable and enables 
me to send the right consistency the first 
time. Don’t forget to send the cash, other- 
wise I won't ship the ink—not that I 
mistrust any one, but I cannot break my 
rule. Send for my price list of job inks. 
Money back when goods are not right. 


ADDRESS 


PRINTERS INK JONSON 


17 Spruce St. - < New York 
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~ 
The Philadelphia 


INQUIRER 


Offers the following figures for the 
guidance of advertisers. 


In almost every instance they are furnished by the news- 
papers themselves and they may, therefore, be accepted as 
corrected. 

They represent the number of columns of paid advertis- 
ing inserted in each of the newspapers mentioned during 
the month of December, 1901, with the comparative num- 
ber of columns for the preceding year. 

Advertisers will appreciate the standing of the represent- 
ative newspapers and will note the high position of the 




















INQUIRER. 
COLUMNS 
1901 1900 

a cao is x nw plete New York... 2,340 2,056 
NN eee Philadelphia ...... 2,309 1,864 
CO err PR ccs aos 2,265 1,928 
Maes wicraisinew. $6 Ce 085 2,006 

ORES. Philadelphia ..... 1,912 1,637 
ae . Washington ...... 1,902 1,669 
een ORICRGO......... s.0 2 1,764 
a Seer Mics. < cniedc 1,830 1,612 
Ee ee ee Washington....... 1,768 1,725 
ae Baltimore... .... . 1,705 1,435 
Post-Dispatch........St. Lomis.......... 1,545 1,402 
Plain Dealer......... Cleveland......... 1,540 1,190 
Globe-Democrat...... are 1,534 1,381 
aaa RE Ae 1,514 1,372 
ES ee ee 1,383 1,405 
ls SS ae Baltimore......... 1,368 1,435 
ee Minneapolis....... 1,255 No statement 
Dispatch =e ; " 








In order that these figures may show a true comparison, 
they are all computed at the uniform measure of 300 lines 
to the column and fourteen lines to the inch. 


THE INQUIRER @es not excelin one particu: 


lar branch of advertising. Its 
valu2 as an advertising medium is appreciated by all. 


Advertisers appreciate the significance of this continued 
growth, which means that the PHILADELPHIA INQUIRER is 
one of the Greatest Advertising Mediums in the World. 








She PHILADELPHIA INQUIRE 
1109 Market St., Phila., Pa. 
NEW YORK OFFICE CHICAGO OFFICE 











Sse: 85-87 Tribune Building 508 Stock Exchange Building 
aes an ‘ aa BP 
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